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Anyone with automobiles on his mind New Orleans 
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national advertiser who is planning Spot 
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Take one full measure of cooking skill, add a portion of 
showmanship and a dash of humor... You have the recipe 
for Cordelia Kelly’s enduringly popular cooking show. 
Cordelia, WF MY’s Home Economics Director, here enjoys a 
grocery store chat with one of her viewers. She talks with many 
of her TV friends in person, and to thousands of them by mail. 
Women everywhere in WF MY’s coverage area of 466,640 TV 
homes feel that Cordelia is their “‘next neighbor”, and they 
love to trade kitchen talk with her—3,000 wrote requesting her 
recipe for German chocolate cake. Her mail also includes just 
plain fan letters. A woman over near Chapel Hill wrote, 
““You’ve taught me more about cooking through TV than I 
ever knew before.” In the nation’s 44th television market 
‘“*Mom’s cooking’ wouldn’t be that good if it weren’t for 
Cordelia Kelly. 


sS Represented by Harrington, Righter & Parsons, Inc. 


“Now 





GREENSBORO, N.C. 
in Our 13th Year Of Service” 











THE VITAL NEW CONCEPT...2 

















This is the new home of KTRK-TV, dedicated to the people of 


Houston and the Texas Gulf Coast. It is of revolutionary design, 


with the simple efficiency of a circle employed to house the produc- 


tion and technical functions. Flowing from the circle to enclose the 
court are the office and business functions of the station arranged for 
ultimate harmony in day-to-day utility. 


(See the back page for the floor plan.) 
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The circular building houses two studios combit 
of floor space. Interior walls are eliminated to | 
rooms, while the outer studio walls in ares affd 
linear dimension all completely visible from cq 
and the west lot are cabled for extensive ou 
generous attention to production facilities re 
traditional belief that we serve the communi 


originate locally all types of programming. 
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CONCEPT. .. 


The circular building houses two studios combining 8000 square feet 
of floor space. Interior walls are eliminated to become totally control 
rooms, while the outer studio walls in ares afford greatly increased 
linear dimension all completely visible from control. Both the court 
and the west lot are cabled for extensive outdoor shooting. This 
generous attention to production facilities reaffirms the station’s 
traditional belief that we serve the community best when we can 


originate locally all types of programming. 
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The Television Statio 








pt of this building is a familiar one in Houston 
1ild for tomorrow today. The building is a reflection of 
ind our way of life, discarding old concepts for new and 
We fashion the future with our eyes on the stars and our 
at work. So, as we have become the petro-chemical colos- 


oil and energy capital of the world, the second port of 


id its space capital tomorrow, we now can say as well — 


on Station of Tomorrow is in Houston Today! KTRK-TV 








A new television building 
is more than glass and 


steel and stone. 


It is the best symbol of a station’s dedication 
to its public. This dedication penetrates 
deeply into the community as the station seeks 
new and better ways to meet the public needs. 
It goes far beyond the letter of the broadcast 
law which directs that the public interest, 


convenience and necessity shall be served. 


The new building means that the community 


has approved the past efforts of the station and 
has rewarded it with attention and trust. And, 


as the public approves, the station improves. 


Progress thus is served, and the station, 
grateful to its public for their trust, and 
firm in its faith in the future of free 
broadcasting, dedicates a new building to 


house that trust and that faith. 


This has been true 
all over America 
during the past decade. 
It is true in 


Houston today. 




































































LEGEND 


1. FILM 8. PUBLIC RELATIONS 
2. DRESSING ROOMS 9. SALES 

3. NEWS 10. ART 

4. PROGRAM & PRODUCTION 11. STUDIO “B” 

5. CONFERENCE 12. STUDIO “A” 

6. EXECUTIVE 13. PROPERTY STORAGE 
7. ACCOUNTING & TRAFFIC 14. LOBBY 


15. PUBLIC VIEWING 


































The spaces marked indicate how the varied functions of 
a television station are placed to achieve maximum 
efficiency in relationship to each other, and to the total 
process. The Engineering spaces, including control rooms, 
KTRK-TV 
CHANNEL 13 


occupy the second level above the Property and Public 
Viewing areas. The patio with pool and fountain will 
offer unmatched opportunities to produce excellent local 


programs and commercials in beautiful natural settings. 


P.O. BOX 12, HOUSTON 1, TEXAS-ABC BASIC - HOUSTON CONSOLIDATED TELEVISION CO 


GENERAL MANAGER, WILLARD E. WALBRIDGE; COMMERCIAL MANAGER, BILL BENNETT 





NATIONAL REPRESENTATIVES: GEO. P. HOLLINGBERY CO., 500 FIFTH AVENUE, NEW YORK 36, N.Y. 
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25 THE GASOLINE EXPLOSION 
Television’s share of advertising dollars from a highly volatile 


field gets larger ! r ‘a ° 
IMbeate 
30 TO SELL A SCHEDULE 1S 


New theories on network promotion place almost total em- Bae! Tl nine 
phasis on television 
He: Out 


...especially if you have 
32 TV’S HEALTHIEST CLIENT to give Christmas gifts this 
year to customers, employees 
or friends. 


may yet be tv’s wealthiest x“xne 





Vie Tanny, selling the virtues of fitness through his gyms, 





...but it’s not too late to 
see the MOST UNUSUAL 
34, COMMERCIALS WITH ACCENT Christmas gift-giving idea 
EVER PRESENTED...and 
A discussion of European commercial production techniques THIS IS IT! 


by Eric Eisner xkknee 


Your customers will call 
to say “THANK YOU” for 
this unique and wonderful 
remembrance and thereby 
ve) ol-te Mn @e(- me (ole) mn coy UB) B) 
TIONAL SALES. Even your 
employees and friends will 
show their appreciation in 
the many small ways ONLY 


DEPARTMENTS YOU would understand. 
Kw wxex- 


36 GROCERIES ON TV 


Six years of increased television spending have more than 
doubled country store’s income 
































10 Publisher’s Letter 39 Film Report If you buy gifts (between 
Report to the readers Round-up of news $7.50 and $100.00 each), 
you'll surely want to see this 
15 Letters to the Editor unusually practical, sensa- 
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The way it happened 80 Park Avenue, New York 16, N.Y 
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FOR SPOT TELEVISION 
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.« Champaign-Urbana. -... 3... 
. Davenport-Rock Island ... 6... 
- DesMoines ......+-. ans ss 


NEW YORK ATLANTA 
CHICAGO BOSTON 


The TV and Radio stations represented by PGW offer hours of 
stimulating fare & entertainment to a majority of adult males in 
this country.They are the family pillars,the wage earners,consum- 


ers with an insatiable hunger for the necessities & luxuries of life. 


The PGW Colonels in our ten offices from coast to coast are 
ready, willing and very able to.show you the best ways to reach 
these millions and millions of men with spot television on these 


productive television stations. Won’t you give us a call? 
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Pioneer Station Representatives Since 1932 
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IN 
CHARLESTON 
-HUNTINGTON 


THERE’S NO NEWS 
LIKE 


WSAZ TELEVISION 
NEWS 


eet see ae 
ao fo efo fo he a & < & 


Because there’s no other 
station that takes such 
an interest in the news 


WSAZ-TELEVISION is the only tele- 
vision station in the market with “two- 
city” news coverage .. . maintaining 
a full-time news staff in both Charles- 
ton and Huntington. 


+ And this is a news staff: nine re- 
porters and writers who deliver their 
own news on the air; eight photog- 
raphers who get every important story 
on film as it happens; 27 area cor- 
respondents who furnish on-the-spot 
reports from every corner of the region. 


> Match this top-flight personnel 
with the very latest technical facilities, 
add two wire services, combine into 
daily news programs originating si- 
multaneously in Charleston-Hunting- 
ton studios . . . and you get an idea of 
why WSAZ-TELEVISION’s regional 
news is another unparalleled PLUS in 
this station’s tremendous arsenal of 
audience appeal. 


> News dominance, coverage dom- 
inance, ratings dominance ... all go 
together to make WSAZ-TELEVISION 
the easiest media choice you'll ever 
make, in any market. Don’t you wish 
all your decisions were this easy? 


WSA z TELEVISION 


CHANNEL SJ CHARLESTON - HUNTINGTON 
DIVISION: THE GOODWILL STATIONS. ING. 


_C. Tom Garten, Vice President and General Manager 
Represented by The Katz Agency 
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Letter from the Publisher 


Selling Station Image 


Is station image measurable? 

Talk to the cynics among both station management and agency 
buyers and they will say no. (Oscar Wilde once said that a cynic 
is a person who knows the price of everything and the value of 
nothing. ) 

We have heard station managers expound at great length that 
if you have the ratings you get the business. If you don’t, you 
might just as well wrap up and go home. Nothing else counts. 

A prominent broadcaster had this to say the other day: “We 
are running a top-notch operation. We are a Member of the Code. 
We invest a lot of money in public service and local documentaries. 
We have a large news staff. We editorialize. But what gets me 
is that my competition, which does none of these things, will get 
business because of a couple of rating points.” 

Certainly we have seen buyers change a spot for one rating 
point. On the other hand, there are many important buyers who 
do consider station image as a factor in their buying. This is 
particularly true where the buyer can justifiably place the business 
on one station or the other. Many buyers complain they have never 
been effectively sold on the corollary aspects of station operations. 

Local buyers of television recognize the prestige and the status 
of the stations in their own market. They know that the station 
acceptance and local climate are important factors in moving 
merchandise. The local buyer, in most instances, is more knowl- 
edgeable than the national buyer. He can gauge the results of 
the end objective of any advertising and that is the sales curve. 
The timebuyer sitting at his desk in New York doesn’t have that 
on-the-scene insight. Therefore, he relies on a series of buying 
formulas. 

But don’t kid yourself. There is a difference between stations. 
Some stations are better run, have superior facilities and have a 
more loyal and devoted audience than their competition. The net- 
works take this into consideration in judging an affiliate’s per- 
formance in granting a rate increase. 

It may be difficult to get agencies to change their formulas but it 
is possible to sell them the added dimension of station performance. 

There have been some interesting, but all-too-few, studies over 
the past two years that have proved the believability and stature 
of a station in its community. WCBS-TV and KNXT produced a 
practical and realistic analysis called “More Than Meets The 
Eye”. WDSU-TV has just issued a study called “How Do You Meas- 
ure An Image?’’. KRON-TV has done a similar study for its market. 
In radio, there have been such studies as the KPRC survey and more 
recently the comprehensive studies done by Alfred Politz. These 
studies can be effective sales tools. By providing the buyer with this 
kind of information, the entire scope of the buying function can be 
broadened to include qualitative as well as quantitative measure- 
ments. More of this type of creative research and presentation must 
be done. Otherwise, television more and more will be the unwilling 


victim of automated buying. 
Cordially, 



















































































































































NO ACTORS! 
NO MAKE-UP! 
NO SETS! 










WLEedicine 
of the SOs 


ABSORBING ONE-HOUR TELECASTS THAT ONLY REAL LIFE CAN DELIVER! 


No fictional work can compare with the tense and gripping drama 
of life itself. No writers or actors can capture the tension that can 
only come from seeing real surgeons perform real operations! 


The first year’s production of MEDICINE OF THE 60’s is currently 
making medical and television history in more than 75 local markets. 
In nearly half of these it is being sponsored by local Blue Cross and 





Mt Blue Shield Chapters. 
gecond Ye? rH MIA Now, Screen Gems is making 12 more of these video taped public 
just renewed =$ cguTHemt di service programs available for local and regional sponsorship. 
BLUE CROS? an — ersfield 
for alt of S A South santa ra, Bak For full details, contact 


e y SCREEN GEMS, wwe. 


TELEVISION SUBSIDIARY OF COLUMBIA PICTURES CORP. 





























































CBS 


TELEVISION 


NETWORK 


Sharp lad that Brawnski . 
facts. Obviously he knows that South Bend has the state’s highest per house- 
hold income, $7987”. And that its total retail sales are $287,091,000* . . 
$62 million of it in food*! 


your sales efforts in a market of this scope... . 
offensive! And no station reaches South Bend aerials like WSBT-TV! 
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“Brawnski Will Be Big 
In The Media Department” 


_. he'll join the agency schooled in basic market 


While a rich market in itself, South Bend is part of a total 15-county area 


with buying power in excess of $1.7 billion*! You can’t afford to penalize 


The nation’s oldest UHF station, WSBT-TV has dominated this market since 
its opening day. Year after year it delivers 40% to 45% share of sets in use, 


sign-on to sign-off, with top CBS programs and popular local shows. 


Don’t fumble sales potentials in the big South Bend market. Get the latest 


signals from your Raymer man. 


*Sales Management 1961 Survey of Buying Power 


WSBT-TV 


SOUTH BEND, INDIANA 
Channel 22 


ONE OF CBS' HIGHEST-RATED STATIONS 


Ask Paul H. Raymer, National Representative 


it calls for an all-out aerial 
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SPECIAL! 








When locally-produced public affairs programming is both informative and popular, you can be sure that the talent 
which creates it is special. Typical examples: ‘‘Alone in Its Greatness,”’ KMOX-TV's salute to the St. Louis Municipal 
Opera, which attracted a 32% share of audience; ‘‘Grant in St. Louis,’’ a candid close-up of an extraordinary 
American, which had a 36% share of audience; and ‘‘St. Louis 1985,’’ an unconventional look into the future, 
which achieved a fancy 40% share of audience in 4-station St. Louis (ARB). These and other imaginative, local 
“‘specials’’ all competed successfully against strong prime-time network opposition. This all-out attention to the 
local community is one reason why the community goes all-out for Channel 4. Why, month after month after 


month, the special audience winner is A W if CBS Owned —Channel 4 in St. Louis. 
pew KMOX-TV 








99 SQUEEZES... 
That's a lot! But 
just you watch as 
multi-image after 
multi-image 
dissolves... 


dissolves... 
dissolves... 
dissolves... 
dissolves... 






dissolves to multi- 
image after multi- 
image! Right, it’s 
a lot—but easy 
when it’s film 
that’s in the plot! 
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FILM 
floes the 
TTS) 


How to say “99 squeezes’ (make 
every last squeeze count). How to 
say soapy . . soapier 
soapiest!’’ How to do it all with 
such zest that the new Brillo Soap 
Pads sing out in the mazes of marts 
everywhere! 


Answer: Do it in words and pic- 
tures. Put it to music. On film, of 
course! Because film gives you 
commercials, crisp, vivid, exciting 
—the way you want them— 
and when! 


And that’s not all! Film provides 
the optical effects you require for 
aleiseMmalle lim elelitimeaclulul-igelel emis 
addition, assures you the con- 
wT -tall tala - Pe cohd-igele|-MelaleMel-al-ticehilela) 
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For more information, write 
Motion Picture Film Department 
EASTMAN KODAK COMPANY 
Rochester 4, N.Y. 


East Coast Division 
342 Madison Avenue 
hae (ola an AE Oe 


Midwest Division 
130 East Randolph Drive 
Chicago }, Ill 


West Coast Division 
eV AClo Mollie Mi utolaliaed -}hze! 
Hollywood 38, Calif 


or W. J. German, Inc. 
rel lr iol Me ale tel|-MelaleMel tigi olilelamel 
oh titles Me machi-ttiiclilcl mei atclilclame alaitla- 
Films, Fort Lee, N.J.; Chicago, Ill, 
Hollywood, Calif 
ADVERTISER: 
Brillo Manufacturing Co., Inc. 
AGENCY: 
J. Walter Thompson Company 
PRODUCER: 
Elektra Film Productions 
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to the 
Editor 


The Role of TvB 
Your TvB editorial [Letter from 
the Publisher, Tv ace, July 4] and 
the ensuing correspondence have 
struck a most responsive chord here. 
First of all, I want to acknowledge 


that Pete Cash’s response correctly 


and expertly reflects the policy laid 
down by the TvB board of directors. 
As one of the midwives at the birth 
of TvB and an officer of the bureau 
for its first five years, I was in com- 
plete agreement with the all-industry 
“umbrella” concept. Now, however, I 
believe it’s time for an agonizing re- 
appraisal. The bureau was founded 
and operated to mobilize the stations, 
representatives and the networks and 
their research and sales organizations 
into an effective unit to combat ex- 
ternal competitive pressures. Now, 
times have changed radically. 

Continuous attacks against the net- 
works by the FCC, the Barrow study 
group, the national reps and various 
political figures, together with a de- 
termined effort to increase the num- 
ber of tv stations and inter-network 
competition, have been designed to 
stimulate independent action in pro- 
gramming and sales to the detriment 
of the power of networks. All these 
artificial stimuli have had the dia- 
metrically opposite effect, namely, to 
increase the power of networks vis-a- 
vis the other elements of the industry. 
The destruction of the networks’ own 
representative organizations via Gov- 
ernment fiat is the final blow. Com- 
petition between network television 
and all other forms has become so 
vital and intense it is no longer possi- 
ble, in my view, for all of them to 
remain under the same roof in a sales 
organization. 

The rigidity of network vs. the 
flexibility of spot has become so illu- 
sory that the positions are almost re- 
versed. How TvB, in the midst of 
such an upheaval, can continue to 
serve two such diverse masters is to 


me a complete mystery. 
LAWRENCE H. Rocers II 
Executive Vice President 
Taft Broadcasting Co. 


Cincinnati 


Your Letter from the Publisher 
apparently elicited considerable and 
varying opinion concerning the role 
of TvB. It seems to me that the difh- 
culty in dealing with this problem 
stems from the lack of a clear-cut un- 
derstanding as to the main reason for 
TvB’s existence. 

I subscribe to the belief that TvB’s 
primary function is that of selling 
television as a medium in preference 
to all other media. In my opinion, 
this can only be done if TvB repre- 
sents all of television, not just a part 
of it. To restrict TvB to the limited 
objective of selling only spot tele- 
vision would be to reduce its stature 
and to undermine its position of 
authority. 

Those who would have TvB act 
only in the interests of spot television 
apparently feel that there is a basic 
conflict of interest between stations 
and networks. I cannot agree with this 
point of view, since it seems rather 
obvious that the future of all tele- 
vision stations, whether affiliated or 
not affiliated, is intimately related to 
that of the networks, and the two can- 
not be dissociated. Furthermore, it is 
to the advantage of television to pre 
sent a unified front as a medium, and 
nothing would be more detrimental 
to our industry at this time than an 
intramural squaring-off between two 
factions. Competitive media certainly 
seems to have avoided this mistake. 

The need for an all-medium selling 
voice is manifestly evident. There still 
remains a vast army of advertisers 
whose thinking does not extend be 
yond the print media. TvB was con 
stituted to represent television in the 
inter-media arena. It has done, and 
can continue to do, an invaluable job 
along this line. It is a task which de- 
serves the unstinting support of sta- 
tions and networks alike. 

A. Louts REAp 

Executive Vice President, 
General Manager 

WDSU Broadcasting Corp. 
New Orleans 
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Mr. Oscar Young (R), Field Repre- 
sentative for the Social Security Admin- 
istration, appears on “Weekday on 6” 
with (L) Barbara Allen and (Center) 
Phil Johnson, coordinator of the program. 











To make money...or give it away, 
WCSH-TV is your best media buy. 


The problem for Mr. Oscar Young, 
Field Representative for the Social 
Security Administration, was how to 
pay out to the people of Maine the 
money due them as a result of increased 
benefits. Mr. Young has been making 
bi-weekly appearances on “Weekday on 
6” explaining these benefits. 

Here’s what Mr. Young says: “Thus, 
I feel that when, on your October 20 
‘Weekday’ program, I gave an estimate 


that the program was instrumental in 
our paying out at least $500,000 over the 
past year that would otherwise have 
been lost to the public, I was being at 
best conservative.” (The actual figure is 
$868,020.) 

“May I again express our sincere ap- 
preciation for the generosity of WCSH- 
TV in making valuable air-time avail- 
able to this office.” 





WCSH-TV delivers the 13 county 
Portland distribution market for their advertisers 
as well as for public service. 


MAINE BROADCASTING SYSTEM 


WCSH-TV 6 NBC 


Portland 
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: Represented nationally by 
THE KATZ AGENCY, Inc. 








WHAT’S AHEAD BEHIND THE SCENES Tele-scope 


Those Toy Commercials Were Too Screened 
The New York office of NAB’s Television Code Review 


Board has screened over 120 children’s commercials since 
it issued its guidelines on June 1 of this year on the 
rights and wrongs of kiddie sales pitches. Of these, re- 
ports Stockton Helffrich, director, only three or four are 
really disturbing, and they were produced prior to pub- 
lication of the guidelines. Despite this, the NAB executive 
is fearful that the sheer volume of children’s advertising, 
especially in the toy field, will tend to blur the good 
efforts made by advertisers and their agencies in observ- 
ing NAB’s guidelines. Billings in the toy field alone are 
expected to triple this Christmas season over last. 


Runaway Tv Crackdown 


No final solution seems in the offing, but television pro- 
duction overseas for U. S. markets may be partly checked. 
John L. Dales, executive secretary of the Screen Actors 
Guild, has won approval of Congressional inquiry into 
film production by American producers abroad. Accord- 
ing to Mr. Dales, 1,280 film episodes for tv were made 
abroad in the past decade. Hearings will be held in 
Washington Nov. 27 through Dec. 1. 


Who Needs It Now? 


NBC’s research department has been working for some 
time on a study backing up the network’s decision this 
year to drop paid newspaper advertising for its programs 
in favor of on-the-air promotion. The survey, based on 
data from the NBC o-&-o markets, reportedly won't be 
released until early next year, but word is that efforts 
on preparing it are considerably relaxed—with the cur- 
rent favorable rating status of the network in itself pro- 
viding evidence that perhaps voluminous print campaigns 
aren’t necessary to build an audience. (For more on net- 
work promotion, see page 30.) 


Chain-Saw Maker’s Tv Plunge 


The McCulloch Corp., manufacturer of power chain 
saws, is making a massive plunge into tv via syndicated 
programming, marking the company’s first use of the 
medium except for a small-scale test two years ago. 
Through its agency, Fuller & Smith & Ross, Los Angeles. 
the company is purchasing time in 105 markets national- 
ly. In three-fourths of these, 26 half-hours of R.C.M.P., 
purchased from NBC Film Sales, will be first-run. In the 
remainder, where the series has previously been telecast. 
one of four other programs, all first-run in the specific 
market,. will be shown. The alternates are: The Deputy, 
The Californians, Danger Is My Business and It’s a Great 
Life. In most markets local dealers are availing them- 
selves of co-op sponsorship. Frank McKibbin, vice presi- 
dent of the agency, is the account executive; Gerry King 
the time buyer. 


Skyhook for AT&T 


AT&T now has no choice but to go ahead and launch 
its experimental sky tv satellites next year, owing to its 
contract with NASA. Previously the company had wanted 
a decision on private vs. Government ownership before 
going ahead. Such decision, despite and perhaps because 
of the ad hoc report, has been forestalled probably until 
next summer. AT&T, incidentally, believes that interim 
Government ownership will never end. “Look at the 10- 
per-cent excise tax on telephones imposed in World War 
II,” said an AT&T man. 


Everything Hinges on the Who 


Indicative of the problems facing a number of adver- 
tisers just now is the case of one company which last 
year moved away from the multi-market spot campaigns 
of previous spring seasons, replacing the drive with a 
network effort on The Jack Paar Show. Now the agency 
is preparing new films for the 62 effort, but frankly ad- 
mits it doesn’t know what it will do with them. “If the 
Paar replacement suits us, we might return to the pro- 
gram; if he doesn’t, we might go back to spot—or maybe 
look for other network shows. But how can you present 
a plan like that to the client?” asked an account man. 


Coupon—Do Not Cut 


The increased amount of sales promotion based on 
couponing, “two-for-one” deals and the like should not be 
made to affect advertising budgets in the future, Burton 
L. LeVee, vice president of A. C. Nielsen Co., told a 
New York group of marketing men. Too often, he noted, 
the cost of such efforts (which on a recent Monday 
brought 214 tons of coupons to Nielsen’s offices for 
processing) is deducted from the regular advertising al- 
lowances. The result is usually a short-term pick-up in 
sales followed by a rapid decline during the less-adver- 
tising period. Extra-effort budgets for widespread sales 
on new or improved products should be allocated in 
addition to other monies, he said. 


Out of the Inkwell 


Watch for early news on sale, probably to a network, of 
Out of the Inkwell, unusual series produced by Hal 
Seegar Productions. 


In Japan, They Buy American 


The fall season in Japan will see the debuts (but not 
necessarily the premieres) of 52 different American tele- 
series, ranging from Ozzie and Harriet to New York Con- 
fidential. This means that Japanese viewers will be pre- 
sented with at least 26 hours a week of American fare, 
a new high brought about in part by the easing of price 
ceilings on programs. 
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See where Des Moines 


is a “preferred city” for Yes, sir! And our 

the 7th straight month campaign is going great 

in Sales Management’s on KRNT-TV, a most 
business activity forecast? unusual station! 








The preferred stations in this “preferred city” are KRNT Radio and TV, 
leaders in ratings, leaders in community service . . . leaders in the billing 
parade. Our share of local television business in this major 3-station 
market has always averaged nearly 80%; our local radio business has 
always been way ahead in a 6-station market. 


Most folks don’t realize this about Des Moines — we’re 36th in the FCC 
list of markets according to appropriation of national spot TV revenue. 
The same sources prove that Iowa’s capital and largest city is a good 
radio market, too. 


You know you're right when you buy these most unusual stations, KRNT 
Radio and TV, the stations people believe in and depend upon. And you 
know you're buying at the same low rate as everyone else when you deal 
with these responsible stations. 


Buy “the live ones”— KRNT Radio and TV, Cowles stations ably repre- 
sented by The Katz Agency. 


KRNT 


RADIO AND TV —- Des Moines 


An operation of Cowles Magazines and Broadcasting, Inc. 
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Business barometer 


National spot television billings soared upward in September—and “soared” is the 
completely appropriate word. September totals for this division of television 
business ran an impressive 23.5 per cent ahead of those reported for August, 
by far the biggest ninth-month advance in the seven years in which Business 
Barometer checks have been made. 

Spot business in September has been over that of August in each year since 1954, a 
traditional seasonal 
rise which has averaged 
16.4 per cent over the NATIONAL SPOT 
seven-year period. Prior 
to this September the 
previous greatest ad- a: Ee TO A ee seat ntey Slt pede 
vance over August was 
registered in 1958 with 
a 22.5-per-cent jump. 
The low-water mark was 
chalked up in 1954 via a 
9.0-per-cent increase. 

As reported in the October 
16th issue of TELEVISION 
AGE, the upturn in spot 
business following the 
summer doldrums came 
earlier this year than 
usual. Generally, the 
month-to-month decline 
which begins in late 
spring carries through 
until September, but 
this year the drop 
changed direction in 
August, when totals 6.4 
per cent ahead of July 
were rung up. 

The ecarlier-than-usual reversal of direction was also achieved in 1960 with an Au- 
gust-over-July jump of 9.6 per cent, but with the exception of August 1955, when 
a slight rise of 2.4 per cent was noted, each of the other years has seen 
spot’s hot-weather slump continue until summer's official end on Labor Day. 

In 1960 national spot billings in September showed a gain of 18.3 per cent over 
those in August. In the prior year they ran 19.3 per cent ahead of August 


totals, and in 1958, as noted above, the advance reached the second highest 
September mark of 22.5 per cent. 


Spot for the August-September period of 1957 did not approach that figure, but the 
increase was still a very comfortable 13.2 per cent. In 1956 and 1957 it was 
even better: 16.6 per cent for September '55, a considerable improvement over 
the 9.0-per-cent hop during the ninth month of 1954. 

Comparing spot totals for the month on a year-to-year basis, the division this 
September was up 4.5 per cent over the same month in 1960. The increase that 
year over 1959 was virtually the same—4.3 per cent. September 1959, however, 
was a strong 18.9 per cent better than the equivalent period of 1958. 

A report on local billings for September will be published in the November 27th 
issue of TELEVISION AGE, and network figures for that month will appear 
the magazine on Dec. ll. 








{ month-to-month and year-to-year comparison 





190 
































(A copyrighted feature of TELEVISION AGE, Business Barometer is based on a cross-section of stations in all income and geographical categories. Infor- 
mation is tabulated by Dun & Bradstreet.) 
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USINESS< 


IT’S GOOD AT WW) —BECAUSE WW)’S ON-THE-AIR PERSONALITIES 
ARE ALL SOUND, BELIEVABLE, CONVINCING BROADCASTERS 


Hugh Roberts 
with Knut and 
Big Mouth Baxter 





smooth Les Martens 





personable John Lynker 








Bumper-to-Bumper Club’s 
Bob Allison 


first lady of 
fine music 
Faye Elizabeth 


witty 
weathercaster 
Sonny Eliot 


They’re supported 
by an unbeatable © 
news team 


University of 
Michigan football 


Detroit Tiger 
baseball f= 





. an average three-hour cum audience of 303,000 homes 
(545,000 people)* 55% women, 31% men, 14% young people, 
and a client list that’s a who’s who of advertising. 


W Wd) Radio 


Detroit’s Basic Radio Station 


*Nielsen July-August, 1961, 4 week cum 


NATIONAL REPRESENTATIVES: PETERS, GRIFFIN, WOODWARD, INC. » OWNED AND OPERATED BY THE DETROIT NEWS NBC Affiliate 
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THE WAY IT HAPPENED News front 


Does a personality change affect a show? ........ page 21 
A Britisher looks at American television ........ page 23 
The do’s and don’ts of tv toy advertising ........ page 76 


Today’s ‘Today’ 

Now that Jack Paar has definitely 
announced his exit from his late-night 
marathon spar show, the question of 
who will replace him—or, in fact, can 
anyone replace him?—has occupied 
much of NBC’s time and has been the 
topic of much public speculation. 

No one could say what effect a 
change in personality would have on 
the program, but a possible clue can 
be found in the results of the replace- 
ment of Dave Garroway by John 
Chancellor on the same network’s 
Today show. In spite of the fact that 
Garroway and Paar are two quite dis- 
similar personalities and that the for- 
mats of the two shows are not alike, 
the departure of either host creates 
the same difficulties both for audience 
numbers and for sponsor sales. 

The real question concerning the 
replacement of Dave Garroway, as it 
will be in the case of the controversial 
Paar, was: will the loss of a “per- 
sonality” host cause a drop-off in ad- 
vertisers, particularly among those 
who feel strongly about their identifi- 
cation with such a host? 

To the relief of NBC executives 
there has apparently been no loss of 
advertising revenue, in fact there have 
been some big additions. At the end 
of the first 13 weeks of the show all 
major renewals were effected except 
S & HGreen Stamps, which contracted 
for 10 half-hours of The Dinah Shore 
Show, and Miles Laboratories, which 
went into spot. 

The largest addition to the Today 
show is being kept under wraps until 
it begins advertising in early Decem- 
ber, but it is known that the order is 
for a total of $800,000. The second 
biggest advertiser to join the partici- 
pation show was Lincoln-Mercury, 
which came in with $400,000 from 
October to January. 

The network is trying to correct the 


impression held by much of the public 
that Today has now become strictly a 
news program. This has not been 
easy, said Carl Lindemann, vice presi- 
dent, special news projects, mainly be- 
cause the show is “run by the news 
area and fronted by a newsman.” 

To clarify the exact change that has 
been made in the program, Mr. Linde- 
mann said the network explains to 
advertisers that Today “will continue 
to deliver what it always has, but it 
will have the Chancellor rather than 
the Garroway stamp.” 

Bill Storke, director of sales, who 
is concerned with both Today and the 
Paar show, said they haven't cut 
prices on the program, and that so far 
agencies had reacted favorably to the 
new stamp. “We don’t try to tell them 
the show is just the same as it always 
has been— instead, we take the tack 
that here is something new for the ad- 
vertiser. Garroway was on for nine- 
and-a-half years, and there’s bound to 
be a limit to how much variety one 
person can give a product delivery 
over that period of time.” 

As for the question of how impor- 
tant it is to an advertiser to have his 
product .sold by the host of a show, 
apparently what is more significant is 
the type of show itself and how effec- 
tive a vehicle it is. “While most peo- 
ple are inclined to think that Paar de- 





Today’s new look 





livers many of the commercials on his 
show,” said Mr. Storke, “actually he 
only does lead-ins, and that is exactly 
what Chancellor does. For many big- 
budget advertisers the combination of 
the Today show and the Paar show is 
ideal.” 

As examples of other sponsors 
which have recently come into Today, 
Mr. Storke cited Pacific Hawaiian 
Products, makers of Hawaiian Punch, 
and Grove Laboratories, an advertiser 
who had been out of the show for 
some time, but who came back in for 
the cold season with a budget of 
$270,000. As an average, Mr. Linde- 
mann estimated that the show had, 
and will have, about 50 sponsors over 
the course of a year. 

One of the primary benefits to ad- 
vertisers of the old Today show was 
that Garroway could not only deliver 
the commercials but could be used 
effectively in merchandising products 
through both pictures and endorse- 
ments. Because of Chancellor’s con- 
nection with NBC-TV’s news depart- 
ment he cannot be the spokesman for 
commercials nor can his name be used 
in direct endorsement of any products 
for merchandising purposes. The show 
now offers Frank Blair and/or Robbin 
Bain as commercial draws. 

Fully aware of the advantages of a 
well-known personality whether or not 
he actually delivers a commercial, 
however, the network has taken great 
pains to make Chancellor more widely 
known. Approximately $2 million was 
spent in air-time promotion for him. 
He will also make appearances on sev- 
eral NBC-TV prime-time public-affairs 
shows. 

According to Mr. Lindemann, the 
balance of entertainment, features and 
news is about the same as it has been 
in past years. In fact, he said, now 
that the show is again live there is 
even more opportunity to be in on 
events as they happen. In Mr. Linde- 
mann’s office there is a large graph of 
the audience ratings of the Today 
show which is watched carefully to 
see if there is any dangerous drop-off 
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‘Even at 60 mph 

we get studio-quality 
pictures—with 

RCA TV TAPE!” 


—says Henry Alexander, President 
VIDEO TAPE UNLIMITED 


New York City 


“In the studio or on the road, our picture quality is consistently 
tops—we’re ready to shoot anything with RCA TV Tape Equip- 
ment. We’ve used our mobile Recorders under all conditions— 
yet we get studio-quality pictures every time. Clients rave about 
the lifelike quality of our tapes!”’ 


The mammoth 40-foot mobile unit pictured here can make studio- 
quality tapes while traveling at 60 miles per hour. Designed and 
equipped by RCA for Video Tape Unlimited, it includes four 
cameras, two TV tape recorders, switching and special effects, and 
control equipment. Specially-designed platforms at front and rear ° 
of the bus carry two cameramen. Cameras also may be set up on 
the roof so that shooting is possible from any vantage point. Com- 
pletely self-contained—this mobile unit has everything a well- 
equipped TV unit should have—including power generator. 
Why is RCA equipment the big choice among producers and 
broadcasters who demand the very best? There are several reasons: 
RCA TV Systems are matched—electrically and mechanically. 
RCA makes it practicable to get everything from a single, reliable 
source. RCA equipment uses easy-to-find tube types, standard 
parts. RCA equipment is designed, built, and operated in accord- 
ance with proved broadcast procedure. And RCA equipment is 
backed up by top engineering counsel and service everywhere. 
See your RCA Representative or write to RCA, Broadcast and 
Television Equipment, Dept.BB-278, Building 15-5, Camden, N. J. 


The Most Trusted Name in Television 
RADIO CORPORATION OF AMERICA 
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to be explained to the advertisers. 
While in New York there is no appre- 
ciable difference in Arbitron ratings 
(a four-week average of 1.6 in Octo- 
ber 1960 and 1.5 in October 1961), 
on a nationwide basis Mr. Lindemann 
said that the show is 28 per cent ahead 
in share of audience than it was a 
year ago. 

Both Mr. Lindemann and Mr. 
Storke look to the next three months 
for the real test of the new show, but 
as Mr. Storke said, “We only hope the 
Paar replacement is as successful.” 


Melon at the Algonquin 

Rosy-fingered dawn had hardly 
fumbled its way down New York’s 
44th Street when we found ourselves 
faced off over breakfast accessories 
with Stuart G. Williams, controller of 
administration, BBC Television Serv- 
ice. Mr. Williams, known to his col- 
leagues here and abroad as “S.G.”, 
had been in the U. S. for a three-week 
tour to study the American tv industry 
“in all its facets.” In the course of 
things he had been to Washington, 
D. C., and the west coast, whence he 
had just arrived, and was preparing 
to take a second dip into the New 
York end of the business. We were 
naturally anxious to have his impres- 
sions—and indeed to judge from his 
high spirits and robust appearance, he 
had been enjoying himself immensely. 

In Washington, Mr. Williams and 
his traveling companion, Dennis 
Scuse, tv director of BBC in New 
York, had had a good long informal 
chat with FCC commissioner Newton 
Minow and NAB president LeRoy 
Collins. No secret information had 
been imparted. Mr. Williams found 
Messrs. Minow and Collins both 
“thoroughly delightful persons, both 
very well informed, both very vital, 
who asked more questions about 
British television” than the Britishers 
were able to ask about American 
television. 

Taking advantage of this turnabout, 
we also asked a few questions about 
BBC, and affirmed what we had often 
been told but never quite believed: 
the BBC is not owned by the govern- 
ment. It is not at all like the Canadian 
Broadcasting Co., for comparison. 
The misunderstanding arises, Mr. 





MR. WILLIAMS 


Williams said, from the fact that the 
BBC has a Royal Charter, but that is, 
in effect, little more than a license. 
Moreover, because of its charter, its 
funds are voted from Parliament, and 
the board of governors collects the 
monies through the post office. But the 
degree of Government control, as set 
out in the charter, is limited to very 
general matters of degree of editorial- 
izing, etc. | BBC-TV is subsidized by 
fees of roughly $12 per tv set. Ed.| 

“The Government could stop us 
from doing a particular show,” said 
Mr. Williams, merrily, “but we could 
announce that they did it. So you 
couldn’t really call that censorship, 
could you? The board of governors 
of BBC are watchdogs of the public, 
much like your FCC commissioners 
... There is no nepotism. The policies 
are broad. 

“Actually, we're in a position to 
resist all kinds of pressures. We have 
an assured income and can keep going 
with real minority programs in the 
hope they will become real majority 
programs. We did that with a show 
called Panorama —a Monday-night 
current-affairs show that is now enor- 
mously popular. 

“And with controversy—” Mr. Wil- 
liams grinned at Derek Russell, head 
of BBC’s New York office, who had 
joined us at the table. “There was a 
public-affairs show, Chicago: Portrait 
of a City, done by Dennis Mitchell, 
with WBKB in Chicago. ABC-TV has 
it here, but it probably shan’t be 
shown because some of the people out 
there didn’t like it. But we did show it 


in England despite some very serious 
protests from people who knew the 
film contained scenes of the animals 
being killed in the abbatoirs. You 
know, in England we have quite a 
feeling of kindness to animals. There- 
fore, everyone wanted to know if the 
sheep were really dead when it was 
hanging on the hook, and so forth 
not a protest of a scene of a Negro 
stabbed. And all this time, you know, 
the viewers were probably sitting 
there eating this enormous piece of 
cold roast beef . . 

Returning to Mr. Williams’ impres- 
sions of American tv, we learned that 
in California he had visited the Revue 
studios and also Disney’s studios. The 
latter he found in marked contrast to 
some other animation houses he 
visited which reminded him of “East 
End sweatshops.” 

In Britain, he noted, animation has 
not made the commercial or program- 
ming inroads that it has here. British 
commercials, he said, for the most 
part employ puppetry, and so, too, do 
the children’s entertainment shows. 
“We have none of the tremendous 
banks of funnies you have here.” 

British television has not felt the 
need of canning great quantities of tv 
fare, Mr. Williams said, because there 
is no difference in time zones. “And 
there’s another thing—we don’t have 
the late-night problem in England. 
Most people are in bed by ten or 
eleven. Our work habits are different. 
You take Birmingham, for example; 
it’s absolutely dead by ten p.m.” 

What did Mr. Williams think of 
experiments here in educational tv? 

“We believe in mixing the so-called 
educational shows right in with the 
rest of the programs,” he answered. 
“Our experience is that the creation 
of an intellectual ghetto is not the way 
to reach the people who may need 
reaching the most.” 

And ratings? 

“Along with our ratings in England 
we have what is called an ‘apprecia- 
tion index.’ At BBC-TV we are just as 
worried about who and how many 
watch the show; we do compete with 
the commercial network. But we know 
we find most of the guidelines in the 
appreciation index.” 


(Continued on page 76) 
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The 


_ gasoline 
explosion 





Television’s 


share of advertising dollars 


from a highly volatile field 


oO” year ago this month the Shell Oil Co. 
and its newly assigned agency, Ogilvy, 
Benson & Mather, Inc., shook the television in- 
dustry—and several other fields as well—with 
the now-famed announcement that newspapers 
alone would get the bulk of Shell’s 1961 adver- 
tising budget. 

The move, roundly applauded on one side 
and just as roundly cursed or smiled at on 
others, represented only one company’s attempt 
to outdistance the competition in an industry 
that has seen far more radical occurrences over 
the past few years. A media change—involving 


a handful of millions of dollars of advertising * 


gets larger 


money (significant as it may be to the media 
members involved)—can be relatively “small 
potatoes” to international concerns involved with 
reorganization, consolidation, cost-cutting and 
similar plans to come out ahead on profits. “I’ve 
been in the oil business for 38 years, and I’ve 
never seen anything like this,” a national busi- 
ness magazine quoted M. J. Rathbone, president 
of Standard Oil Co. (New Jersey), late last 
year. “We’ve had oversupply before; we’ve had 
competition; we’ve had mean political situations 
—hbut never such a combination.” 

To beat the combination, Jersey Standard, 
Socony Mobil, Indiana Standard, Royal 
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21 of your motor's needs 


A Megatane rating measures 21 
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Newest gasoline theme . . . 











. inspired by Tidewater refinery after dark? 


Dutch/Shell and other firms large 
and small have entered into mergers, 
affiliations, marketing agreements, ad- 
vertising agency changes and new 
campaigns. For television, in the 
long run, a continuation of the oil 
industry’s moves could see a greater 
reliance on network schedules. In the 
immediate future (despite the “suc- 
cess” of the Shell print campaign), 
there appear to be no additional de- 
fections from the medium. For 1961, 
the total advertising dollars spent for 
gasoline, lubricant and service ad- 
vertising is expected to top 1960's 
gross time billings of $40 million 
without some $3 million as spent by 
Shell last year. Indeed, as table 1 on 
page 50 indicates, expenditures by 
just the top 10 tv users for the first 
six months of 1961 totaled $15.7 
million, with the industry’s heavy 
summer-driving and winterizing cam- 
paigns—and the multi-million dollar 
American and Mobil drives 
be tallied. 


yet to 


Brand-Name Economies 


Taking first things first, the fore- 
cast of heightened network activity 
in the next decade or so derives from 
continuing efforts by the oil giants 
to establish truly national brands. 
Such brand names, supplanting a 
group of regional brands, allow for 
considerable economies in marketing 
and advertising programs. Texaco 
(with some 40,000 service stations in 
the nation) and Shell have long been 
the “national” names, with such firms 
as Socony Mobil (in 45 states), Sin- 
clair (42 states), California Standard 
(35 states), Phillips and others trail- 
ing on an “almost-national” basis. 
Additionally, there are numerous re- 
gional and local producers who, while 
not gigantic in size, provide a con- 
siderable amount of television’s gas- 
oline-industry spot revenue. 


It is the regional firms, however, 
which are being merged into larger 
companies to give those companies 
national representation. The problem 
of marketing a national gasoline 
brand is one of distribution: costs 
soar if the product must be carried 
too far from the refinery. The answer 
is the establishment of a chain of re- 
fineries across the country, and creat- 
ing the chain through merger or ac- 
quisition is far more feasible than 
locating new oil fields and building 


refineries, 
Standard Regrouping 


This past summer found Jersey 
Standard regrouping its chief operat- 
ing affiliate, Humble Oil, with other 
subsidiaries (Carter Oil, Oklahoma 
Oil and Pate Oil) to place a new 
brand name—Enco—across the west 
ern two-thirds of the country. Short- 
ly afterwards, American Oil Co. put 
its American brand name (replacing 
Amoco) throughout most of the na- 
tion as it took over operations for- 
merly handled in different areas by 
Indiana Standard, Utah Oil Refining 
itself. (In the 
where the Standard brand name was 


Co. and midwest, 
replaced by American, there is a pos- 
sibility of Humble Oil eventually 
moving in with its Enco brand. Par- 
ent Jersey Standard has long been 
enjoined from using its Standard, 
Esso or similar brand names in areas 
served by its former affiliated com- 
panies.) Similar moves by other com- 
panies are in various stages. 

The Humble campaign, now co 
ordinated through McCann-Erickson, 
is based on use of the 10-year-run- 
ning Esso Reporter newscasts on 50 
stations throughout the eastern re- 
gions of the nation, plus long-used 


programs purchased previously by the 


Oklahoma and Pate companies in 


their areas. Additionally, Humble 
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The man behind the wheel is also the man before the tv set. 


has regional network sponsorship of 
the National Collegiate Athletic As- 
sociation games for 13 weeks, and 20 
weeks of ABC-TV’s sports shows. 

Heavier television activity is ex- 
pected after the first of the year, with 
Humble’s lack of distribution in 
about nine states—creating problems 
in setting up network purchases— 
expected to benefit spot. 

As the world’s leading oil enter- 
prise, Humble’s parent and holding 


Standard Oil of New 


Jersey, has been fighting the general 


company, 


profit squeeze. Taking 35 per cent of 
its total income from domestic op- 
erations, Standard—whose own tv 
experiences of late with Play of the 
Week and Age of Kings in eastern 
regional buys have been little short 
of miraculous, and will lead to fur- 
ther corporate activity next year— 
“undoubtedly will want its subsidi- 
aries to continue in the medium 
much as in the past,” said an agency 
spokesman. 


American Campaign 

The American Oil campaign, which 
found D’Arcy Advertising, Chicago, 
handling the entire effort (whereas 
the three divisions involved previ- 
ously had separate agencies), this 
summer used 210 television stations 
in 133 markets to introduce the new 
brand name. Two-minute commer- 
cials kicked off the 12-week initial 
drive, with shorter announcements 
also utilized. American’s “Big Step” 


theme represents one approach used 


to woo the peripatetic gasoline con- 
sumer: the offering of “something 
new.” 

Determining a suitable theme on 
which to hang a campaign is often 
the most difficult task faced by an oil 
company. Shell and Mobil are cur- 
rently boosting the number of in- 
gredients and benefits to be found in 
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their respective brands; Sunoco fea- 
tures a “custom blending’ ‘appeal; 
Cities Service offers more in its “big 
gallon”; Sinclair “cares about you 
and about your car”; Phillips em- 
ploys a “driving is fun” approach, 
figuring that if enough cars take to 
the road, a large proportion will be 
near Phillips stations when they run 
low on gas; California Standard, 
which entered the national-brand pic- 
ture last year by moving its western 
Chevron name into its eastern areas 
to replace the familiar Calso brand, 
employs a “gag” 
in 20 east-coast markets. 


cartoon technique 


Consolidation Benefits 


Consolidation of regional firms al- 
lows one advertising department and 
one campaign to replace several dis- 
uncoordinated efforts. Addi- 
tionally, it permits the advertiser to 
expend a joint, larger budget as he 
sees fit, perhaps using media here- 
tofore prohibitive in cost or in efh- 


tinct, 


ciency. For these reasons alone net- 
work television will certainly play a 
greater part in gasoline advertising 
of the future. One other important 
point, of course, is the increasing 
willingness of the networks to pro- 
vide special station line-ups for the 
not-yet-national company: ABC-TV, 
with its 25-market network for Sun- 
oco’s nightly news program, and the 
special 80-market lists provided Mo- 
bil Oil by ABC-TV and CBS-TV for 
minute participations in numerous 
programs are indications of things 
to come. 

Spot television, however, continues 
to be relied on heavily by the ma- 
jority of gasoline companies, and 
undoubtedly will remain important 
for some time. As previously noted, 
the Shell results haven’t influenced 
the competition to investigate other 


(Continued on page 50) 
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on network promotion 


place almost total emphasis 


To sell a schedule 


Av: falls. A new show isn’t 
getting off the ground. A good 
rating looks like it could go higher. 

Tensions mount at the network. The 
sales department, the programming 
department, the promotion depart- 
ment and other and higher network 
officials are fielding high-yield phone 
calls from advertisers, their agencies, 
and producers, as well as from each 
other. What everyone wants is more 
promotion, better promotion or spe- 
cial promotion of a special show. 

In this atmosphere of pressure, 
which reaches a peak in late fall and 
again in February each tv season, a 
revolution has been effected in net- 
work promotion of programs. News- 
papers, 
the main vehicle for tune-in promo- 


which for many years were 


tion, have now been virtually aban- 
doed in favor of television itself. 
On-the-air promotion—the practice 


whereby networks and stations use 
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New theories 


on television 


their 
programs, their stars and their image 


television to plug themselves, 


—has become the center ring in the 
biennial battle for ratings. 
NBC-TV, which at this 


seems to have put over more new pro- 


writing 


grams than its rivals, and has risen 
from third to first place in the rating 
derby, is privately giving most of the 
credit to its $l-million saturation tv 
tune-in campaign that coincided with 
withdrawal of tune-in ads from news- 


papers. 
All Hail the Show 
Publicly, NBC-TV_ and 


the other two networks, which have 
also had spectacular results with on- 


however, 


the-air, are reluctant to assign credit 
one department or adver- 
tising medium. After all, the show is 
supposed to be the thing, and nobody 
likes to say the winner of a race was 
carried across the finish line. More- 


to any 





over, sponsors have been traditionally 
reluctant to leave print. For these and 
other reasons of policy, most promo- 
tional executives interviewed for this 
article—eight in all 
quoted directly 


declined to be 
without prior ap- 
proval of copy. Therefore, none of 
them is named and no quotes at- 
tributed directly. 

“What we've learned,” said a key 
promotion man at CBS, “is just this: 
it’s best to advertise in the medium 
where your product appears.” 

Why? 

“Tell me how much newspaper ad- 
vertising it takes to move a rating one 
says an NBC executive. “You 
can’t afford it. Say you put eight or 


point,” 


nine thousand dollars in a half-dozen 
major newspapers across the country. 
Take the number of people who will 
actually see that page of the paper and 
the number of people who will ac- 
tually see your ad and the number of 











people who will as a result tune in the 
program advertised. Will you have a 
half-million more viewers? You will 
not.” 

Complementing the above reason- 
ing is a study conducted by an Adver- 
tising Research Foundation psycholo- 
gist this year. Among other findings 
unfavorable to newspaper tune-in ad- 
vertising was the fact that newspaper 
advertising will actually screen out 
many viewers: “If a show is judged 
to be unfamiliar to the public and the 
title has littlke drawing power, the 
wisest course of action may be not to 
advertise and let chance viewing tend- 


encies take over.” 


The ARF report concluded that “we 
further infer that tune-in advertising 
may actually be wasteful if you wish 
to expose your advertising message to 
individuals who would not normally 
watch the show.” 

In view of this and similar studies 
which have long been available to 
networks, agencies and clients, it is 
somewhat surprising that those inter- 
ested in a program’s success have not 
turned to tv sooner for promotional 
purposes. 

The plain fact is that the networks 
have been running ever more heavily 
into tv tune-in promotion, while tun- 
ing out much of their frequency in 





daily print. But it is only this year 
that the revolution seems to be finally 
effected on a scale that permits full 
appraisal of the effects. In this con- 
nection, it is well to remember that 
advertisers and their agencies have 
had to be wooed to the idea of tv pro- 
motion over print promotion. 

“Only a few years ago if a sponsor 
had asked us what we were going to 
do to promote his show, and we had 
answered that we were taking him out 
of print and concentrating on tv, he 
would have hit the ceiling,” says a 
programming executive. “Sponsors 
have had to be won to the idea. They 
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Vic Tanny, selling the virtues of fitness, may yet be tv’s wealthiest 


A aura, one of opulence and soft- 
ness, suffuses the New York offi- 


ces of Vic Tanny Enterprises, Inc. 
The thick red carpets, mirrored walls 
and massive wood-paneled doors 
(with golden knobs the size of dinner 
plates) suggest an easy life—certainly 
not one devoted to weights and 
chinning-bars. However, a glance into 
a small room on the left side of the 
reception lobby reveals the expected 
chromium cross bars and heavy steel 
springs—the muscle which supports 
the luxury. 

In one way the equipment repre- 
sents the philosophy behind Vic 
Tanny’s profession: that health equals 
beauty. In another and probably more 
significant way it stands for the hard, 
single-purposc, business-lixe mind re- 
sponsible for the phenomenal success 
of what started as one reducing gym 
in Rochester, N. Y., 25 years ago. 


Long-Range Plan 


If Vic Tanny has become prac- 
tically a household word, most of the 
credit must be given to television. 
Almost nine years ago the Tanny or- 
ganization, on the recommendation of 
its Los Angeles agency at that time 
(Charles N. Stahl Adv. Agency, Inc.) , 
went into spot television with a budget 
of $7,000. And this was no hesitant 
trying of a new medium with a few 
top-rated spots. It was the beginning 
of a long-range plan to take full ad- 
vantage of television’s power to reach 
the mass American public, and to 
visually so entice this great, fat audi- 
ence that it would stand in line for 
the chance to wear itself out in the 
cause of physical health. 

It was a plan exemplifying a shrewd 


understanding of the ability of enough 
of the right kind of advertising to 
make people do exactly the opposite 
of what they really want. Over the 
eight-and-a-half years of Vic Tanny 
television commercials, there could 
hardly be more than a handful of 
viewers who have never seen them. 
To many the commercials are more 
irritating than enlightening, but, as 
Vic Tanny executives are quick to 
point out, they have irritated several 
million people right into the 90 gyms 
at an annual cost of $240 a person. 


Switch to KHCC&A 


In June of 1961 Vic Tanny named 
Kastor Hilton Chesley Clifford & 
Atherton, Inc., as its agency for all 
but the California office, replacing 
Stahl, Lewis & Patton, which con- 
tinues to handle the west-coast branch. 
The original agency was responsible 
not only for bringing Tanny and tele- 
vision together, but for initiating the 
commercial approach and buying 
philosophy characteristic of the ac- 
count. 

Robert E. Franklin, office manager 
of the east-coast office of SL&P and 
former timebuyer for Vic Tanny, said 
that the thinking behind the account’s 
entrance into television (previously it 
had advertised both in newspapers 
and on radio) was that the visual 
aspect of physical exercise was most 
important. 

In a commercial, for instance, a 
viewer could not only compare a 
before-and-after picture but could 
watch exactly what a person did to 
lose or gain weight. Commercials also 
had the advantage of being a constant 
reminder, a necessary aspect of a 


product which required a certain 
amount of action on the part of the 
viewer and which asked more money 
from him than the cost of buying a 
tube of toothpaste. 

“Our theory,” said Mr. Franklin, 
“was to hit the public with a great 
many spots which were perhaps not 
all high-rated rather than with just 
one top-rated buy. After all, if even a 
small portion of the tv audience sees 
a commercial enough times, some- 
body’s going to buy. With one or two 
spots in, say, a popular prime-time 
weekly network show, a great many 
people may see your commercial once, 
but they are also apt to forget it. 

“We always tried to get the best 
spots we could, though,” he said, “in 
terms of as much as we could per 
volume dollar. We buy local in every 
market and find the stations very co- 
operative because the account is a 
constant 52-week advertiser. 


Buys Must Be Flexible 


“Our buys are made on a week-to- 
week basis. It has to be flexible. We 
watch the results of the spots care- 
fully. We might leave a certain buying 
pattern in for about three weeks, but 
if we see business slacking off we 
move to another pattern. An excellent 
way of gauging the value of our spots 
is by phone calls made after the com- 
mercials appear. For example, once 
we had 100 calls in one day to the 
Shelton Hotel center in New York.” 

The account has never bought a 
network show. “It was too expensive,” 
said Mr. Franklin, “especially in the 
beginning. If your show or your spe- 
cial was a flop you'd lost all that 

(Continued on page 74) 
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A discussion 
of European techniques in 


television advertising 


BY ERIC EISNER 


Some free-wheeling techniques . . . 
& 7 


Commercials with accent 


. . as well as the latest in the way of electronic hardware and skilled technicians . . 








- 


Eric 


and producer, recently returned from 


Eisner, motion-picture writer 
a three-month tour of European pro- 
duction centers. For the past four 
years he has worked with leading New 
York advertising agencies in the plan- 
ning and execution of television com- 
mercials. He is now a writer-producer- 
consultant for several tv packagers in 
Europe. 


_T a New York garment in- 
dustry unequaled by any other 
on earth, Europe is overrun twice a 
year with American buyers rushing 
the latest 
models and “jet” them back to the 
U.S., 


to purchase European 
where our manufacturers turn 
out exact copies by the millions. 
The argument as to why Europe 
has maintained its fashion supremacy 
for so long has raged for years. The 
only explanation that warrants serious 


‘. 3 
«attention, and the one most generally 


figreed upon, is contained in the word 


* tradition. A tradition that has evolved 
,~Sut of decades of experience, know- 


how and a quantity of hits and misses. 

A similar explanation can be offer- 
ed for the supremacy, in an esthetic 
sense, of European-made television 
commercials: they have behind them 
experience, tradition and what is 
even more important, “individual 
approach.” 

For example, this year’s Grand Prix 


winner, “The Magic Ride,” was con- 


ceived and executed by the same 
French master who produced “An 
American Visits Paris”—Bernard Le- 
moine. They were made by him alone 
with neither outside help nor inter- 
ference. Both commercials were made 
for Chevrolet, and according to Gen- 
eral Motors, the client, and Campbell- 
Ewald, the agency, “An American 
Visits Paris” and “The Magic Ride” 
were two of the most successful com- 
mercials Chevrolet used for television. 

M. Lemoine, who heads one of the 
five independent production units of 
the largest producers of commercials 
in Europe, Les Studios Cinema & 
Publicité, has won two Grand Prix at 
Cannes in the last three years—an un- 
precedented distinction. 


Entertaining Commercial 


His first Grand Prix was awarded 
M. Lemoine for “The Dancing Cows” 
commercial made for the Swiss Maggi 
Soup Cube Co. The amazing fact 
about this commercial is that, though 
never shown on American television 
as a commercial, it was exposed twice 
on The Jack Paar Show as entertain- 
ment film. It was so immediately suc- 
cessful, and the mail response was so 
large after its second showing, that 
Paar incorporated it into one of his 
hour-long specials. 

The point here is that people are 
the same everywhere, and emotions 
are most certainly universal. If this 


were not so, then there would be no 
audience for American films abroad, 
nor for the veritable bevy of foreign 
films which have gained such wide 
popularity here. But an equally im- 
portant point is this: that just as the 
manufacturer of ladies’ housedresses 
does not buy ideas from Paris, so it 
is that 80 to 90 per cent of our exist- 
ent commercials can be made much 
better here than in Europe. 

The simple fact is that European 
actors don’t have “sparkling” teeth or 
any prescribed ruggedly masculine 
good looks; nor, for that matter, ham- 
mers in their heads, valves in their 
stomachs or persistent nasal con 


fes- 
tion. 
European writers, directors and 
producers have no experience what- 
ever in the making of such commer- 
cials because, frankly, not one of them 
could have existed in the business 
long enough to gain any experience 
if he had produced such commercials. 
The often overlooked fact about the 
European producers of commercials is 
the 40 long years of experience gained 
by doing just that—making commer- 
cial films. Many motion-picture pro- 


of full 


writers or directors of commercials 


ducers features started as 
for European film houses. 

European producers knew 40 years 
ago that a filmed commercial had to 
be good or it would not be tolerated 
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. . characterize the sound and mood of European commercials 








Groceries on tv 


sing the simplest of commercials 

and the most straightforward 
of sales talks, The Country Store, a 
grocery outlet two miles outside of 
Burlington, Vt., has used television 
to increase its yearly volume from 
$520,000 in 1957 to $2.8 million in 
1960. 

Merle Wood, owner of The Coun- 
try Store, started 13 years ago in 
Essex Junction, 14 miles from down- 
town Burlington, with 2,400 square 
feet of space, with him and his wife 
as sole employes, and a weekly gross 
of approximately $2,500. As the store 
grew steadily but unspectacularly, 
Mr. Wood began to look for ways to 
get the most out of his advertising 
dollar, and in 1955 he began to use 
one-minute television spots each 
Wednesday at 6:30 p.m. over WCAX- 
TV Burlington. 


Tripled in a Year 


One year after Mr. Wood’s initial 
use of television his business volume 
had tripled. 

After this demonstration of tv's 
selling power, Mr. Wood dropped all 
his newspaper advertising and put 
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$2,500 of his $6,000 yearly budget 
into television. Today his present 
schedule is six 60-second commercials 
a week, run on a weekly budget of 


$175.44. 
Straightforward Sell 


Mr. Wood’s commercials for The 
Country Store have been essentially 
the same since he started using tele- 
vision: a simple, straight sell em- 
phasizing the savings and specials of 
the week at the store. Even in his 
early tv days Mr. Wood attracted 20 
to 30 new customers each week, draw- 
ing shoppers from a radius of 60 to 
80 miles. In 1959 he moved from 
Essex Junction to the Forest Hills 
Factory Outlet in Winooski, which 
brought him closer to the downtown 
area, a location with greater traffic 
and potential for business. 

In the commercials Mr. Wood is 
his own spokesman for the store. 
Standing behind a counter of repre- 
sentative contents, he appeals to tele- 
vision viewers by showing them how 
to save substantially through volume 
purchases. In each commercial he ad- 
vertises the specials for the week. 


Six years of increased 
television spending 

have more than doubled 
income of Vermont 


country store 


The response from the audience has 
been easy to gauge because of the 
number of customers who come in 
asking specifically for the specials 
shown on television. 

Although Mr. Wood is addressing 
the potential adult customers for The 
Country Store, he includes in his 
commercials some items slanted to- 
ward children. He has found that by 
keeping the children interested in 
what he is saying his message gets 
through to everyone. 


Attraction in Itself 


Mr. Wood also tries to create an 
image of The Country Store as an 
attraction in itself, besides being a 
place to buy groceries. In this he has 
been successful with the thousands of 
Canadians who come down to camp 
or rent cottages on Lake Champlain 
during the summer. WCAX-TV puts a 
strong signal into Montreal, and Mr. 
Wood reports that during June, July 
and August some 20 per cent of his 
volume is done with the Canadian 
tourists. 

Television, according to Mr. Wood, 

(Continued on page 75) 
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rroouues... Viewpoints 


The High Cost of Dying (III) 


eres your phone rang and someone you knew well 
in the theatre said: “I’ve got a new comedy by a hit 
Broadway writer. I’ve got Jo Mielziner to do the sets and 
Cyril Ritchard—yes, Cyril Ritchard—to direct. The star? 
You bet. And she’s perfect for the part—Eileen Heckart. 
The comedy? By the same guy who did Hasty Heart and 
Tea House of the August Moon. Sure they’re under con- 
tract. We're capitalizing at 150 thousand. Would you like 
a piece of the show?” 

What would you say? Provided you had 10 G’s in the 
cookie-jar, you'd say: “I'd like 10 G’s. If I can have that 
much,” 

Wouldn’t you say that, Charley? I would. All those 
names? All those names plus Hasty Heart and Tea House? 

You want any more insurance than that? Buster, you 
can’t get more than that. 

So what happens? Everybody Loves Opal opens. The 
Mielziner set is great. When his prop ceiling collapses at 
the right moment, it’s great theatre. Directing is nearly 
flawless. Eileen Heckart is flawless. 

But the play isn’t any good. 

In the case of John Patrick’s comedy, everyone con- 
nected with the operation was, and is, a pro. In the true 
sense. If good names are attached to upcoming theatrical 
projects, no one is obliged to read a playscript. Most 
producers would prefer the “money” not to be concerned 
with the “art.” Money would just as soon not be bothered 
anyhow, and most—were they to do so—would not too 
well know what they’d read. 

In the case of television pilots, this trouble exists on an 
accelerated scale. Clowns and charlatans congregate 
wherever there is quick money. And just as surely as it 
is greed and not a love of the race that populates tracks, 
so the smell of television money—soon after the industry 
promised to be big—brought in a flock of starlings, towed 
by crows, who have nothing to offer but talk. Some have 
survived to produce; at least to talk their way into enough 
money to go make a pilot. 

To make what pilot is secondary to main purposes, and 
the fast turnover of television, with its devouring appetite 
for product, its sudden creation of sudden heroes, its jet- 
commuter populations, its social disease of evanescent 
“publicity”—these dynamics, in an atmosphere of un- 
limited risk money, have produced some of the best cynics, 
cheap thimble-riggers and tattered showmen since 
Cagliostro. 

Of course there are some great ones, and a large field 
of competents, from “safe” to “inspired.” But these com- 
ments are directed to the cause of the seasonal disease of 
bad pilots. 

The previous two issues of TELEVISION AGE have con- 
tained a partial list of pilots that failed to find buyers, 
plus some of the possible reasons for this failure. But 
there remains one overriding reason for the failure of 


most: they weren’t very good. 

Too many were imitative of or inferior to existing suc- 
cesses. Or they were exercises in opulence without sub- 
stance. Or exercises in frugality struggling to appear 
“fat.” Or they were crude misuses of fine talents. Or 
they were efforts to re-work mines long known to be 
empty. The Frozen North, for example. 

In most cases, too, the stories were feeble. 

In the cases of all but three or four a critical misjudg- 
ment has occurred. Those not familiar with the genesis 
of pilots are baffled by the size and conspicuousness of 
the primary blunders they see. They would not be if they 
were there at the moment of conception. The decision to 
assemble a given pilot is very often taken after the most 
superficial talk. No one ever studies a plan. There is no 
plan. There are names and enthusiasms and money. But 
no plan. 

Most television pilots start with talk, which is proper, 
then, with nothing but talk, proceed to their own point-of- 
no-return—to money that is committed and to names on 
contracts—often arriving at this point without a script, 
sometimes without a paragraph that lays out the main 
elements of the series: “We're going to do a Scotch 
‘western’ with sheep-dogs.” 

Hollywood’s output of pilots is marred by talk, by the 
cynicism that originates it, by the vanities that keep it 
afloat. 

It is a fact that many pilots have never been through 
any serious discipline of thought or scripting. They have 
been through no process at all except enthusiastic, loose 
talk. 

Enthusiastic loose talk can and does deliver abortions 
like David and Goliath to the screen. It does the same 









ee: 


thing in television. There is no hard-eyed tough guy to 
go over the descriptive plan, or format, or prospectus or 
presentation or show. But there is a whole battery of 
hard-eyed croupiers to go over the contract. 

Contracts too often have precedence over shows, and the 
enticements of a favorable contract will not infre- 
quently bring in a star before the smaller matter of what 
he will star in is honestly looked at. 

The “talking” producer is interested in what is moved 
off the shelf but not interested in what he puts on it. 

Pilots are hurt by former picture producers who believe 


(Continued on page 66) 
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Correct us if you're wrong! 


Creative agency people are discovering that Video- 


tape* is providing them with the missing link between 


the storyboard and their finished commercial. Move- 
ment— in time for improvement. At Videotape Center 
you see your commercial as you tape it, just as the 
consumer will see it on the home screen. Only differ- 


ence—you can make changes here and now. Slow 
down a zoom, experiment with lighting, devise an ex- 
citing production effect, make countless other im- 
provements electronically and instantly. Are you using 
the flexibility of Videotape to add that on-the-spot in- 
spiration that puts extra sell into your commercial? 





VIDEOTAPE PRODUCTIONS OF NEW YORK INC. 101 WEST 67 ST., NEW YORK - TRAFALGAR 3-5800 











Film Report 





‘FOR BETTER, FOR WORSE’ 

The tv addict was exposed in all 
his glory at a recent screening of the 
latest animated films made by Halas 
& Batchelor Cartoon Films, Ltd. The 
company’s creative staff, whose most 
well-known work in this country is 
probably the animated Animal Farm, 
had laid on a light but intelligent ap- 
praisal of the uses and abuses of tv 
in a 12-minute film titled For Better, 
For Worse. 

“One out of six television set own- 
ers is an addict,” warned the sound- 
track that accompanied the richly 
colored panels, and went on to note 
that if the wife were the addict, her 
mate was likely to wind up doing the 
dishes, whereas if he were the addict, 
he might risk being crowned with a 
poker by his spouse. 

The effect of the purchase of a tv 
set on the habits of an average house- 
hold was also vividly portrayed. Good 
tv and bad tv, symbolized by a fairy 
godmother and a devil, flitted themati- 
cally through the cartoon. A final 
sequence showed the joy that tv has 
brought to countless invalids and 
aged and lonely persons. 


John Halas, director of the com- 
pany, in a short address before the 
screening, noted that the movie indus- 
try in Germany had at first declined 
to use the film, stating it “had too 
much to do with television.” Appar- 
ently, tv is still crossing some of the 
same hurdles there that it crossed 
here a decade ago. 

Mr. Halas also had with him- two 
other new productions—T he Colombo 
Plan, which was awarded the Golden 
Mercury Prize in Venice this year 
for the best film dealing with eco- 
nomic problems, and Hamilton in the 
Music Festival, a nine-minute “cinema 
entertainment short.” 

The Colombo Plan, a \ucid and fas- 
cinating study of the rewards of eco- 
nomic cooperation in Southeast Asia, 
can be likened in its color and edu- 
cational use of parables to the manu- 
script illuminations and_ religious 
carvings of the Middle Ages. The film 
was made for the Central Office of 
Information to mark the 10th anni- 
versary of the Colombo Plan. Mr. 
Halas pointed out that since each of 
the many countries involved had to 
approve the film, it was something 





Farnborough, latest release in the “British Calendar” series for television, fea- 
tures the one hundredth anniversary of the annual aviation show. Films, 15- 


minutes long, are distributed by British Information Services. 


of a miracle that the film was finished 
at all to everyone’s satisfaction. 

Hamilton in the Music Festival, 
which has to do with a young ele- 
phant who can produce the sounds of 
virtually every musical instrument in 
the band, had its first screening in 
the United States at Idlewild Inter- 
national Airport. U. S. Customs of- 
ficials were afraid the film might 
contain obscenity and insisted on 
seeing it. 


SKY TV SERIES 

Global television, either by cable or 
communications satellites, may be 
closer than most experts predict (see 
“Of Time, Space and Tv,” TELEVISION 
AGE, Sept. 18 and Aug. 2). At least 
one company is already scouting loca- 
tions for a multi-lingual international 
film series which will require facili- 
ties in New York, Chicago and 
Europe. United Film & Recording 
Studios, Inc., a Chicago firm, is the 
pioneer producer. 


MOVIELAND MOANER 

A television campaign to urge peo- 
ple not to watch tv films has been 
proposed by the editors of Harrison's 
Reports, an influential film trade pub- 
lication “devoted chiefly to the in- 
terests of the exhibitors.” 

According to the publication’s lead 
story in NBC-TV’s 
Saturday Night at the Movies is caus- 


mid-October, 


ing alarm and concern among motion- 
picture theatre owners and exhibit- 
ors: “The eastern seaboard has been 
hard hit at the box office on the one 
big night (Saturday) which the 
theatre operator thought all along be- 
longed to him.” 

Quoting William Infald, president 
of the Allied Theatre Owners of New 
Jersey, the editors said that “with 
each succeeding Saturday night, the 
box office fall-off continues to mount. 
The Saturday-night 
came at a time when the film releases 


movies on tv 


we're getting from the distributors 
are far from par as pullers-in at the 
box office.” (No pun on the name of 
a late-night performer was apparent- 
ly intended.) 
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The Harrison’s Reports editors 
urged that a solution be found “be- 
fore the public gets too set in its 
Saturday-night economic habit of 
staying at home, contenting them- 
selves with the tv Hollywood offer- 
ings.” 

The counter-offensive proposed by 
the magazine: “With the help of the 
distributors, a budget should be set 
aside for buying time (locally) on 
the opposition tv stations. Spot the 
spots (station breaks) [sic] during 
the afternoon schedule (on Satur- 
day). Wrap the titles of the films, 
name of theatre, around an institu- 
tional pitch re the greater, more ex- 
citing entertainment values to be 
found at the only place for movies 
at their 
theatre.” 


best—the neighborhood 


OFFICIAL’S FIRST QUARTER 
Official Films reports a profitable 
first quarter, with a profit of $237,- 
000, compared to a loss of $691,000 
in the same period last year. 
Seymour Reed, president, ascribed 
the gain to increased distribution, 
reduced overhead, good investments 
in properties and a more potent sales 
staff. In 1960 the company wrote off 
$856,000 in property; this year the 
write-offs amounted to only $17,000. 
At the annual meeting of stock- 
holders an increase in authorized 
stock from three million to five mil- 


lion shares was approved. 


MONTE CARLO FESTIVAL 

The second International Television 
Festival will be held in Monte Carlo 
from Jan. 6 to 14. Invitations have 
been sent to representatives of tv arts 
and sciences in countries around the 
world, and an international jury has 
been chosen. Gold Nymph awards 
will be made at a gala Wednesday, 
Jan. 17, in the Monte Carlo Opera 
House. The awards will be given in 
the following categories: 

Best dramatic program, be:t com- 
edy series, best variety program, best 
performance by an actor, best per- 
formance by an actress, best coverage 
of a news or sports event, best chil- 
dren’s program, and the cultural, his- 
torical or scientific program most 


likely to foster better international 
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understanding. 

His Serene Highness, Prince Raini- 
er III of Monaco, in announcing the 
festival, said its primary aim is “to 
foster and promote the development 
of television as an art medium.” 

On a cautionary note, Prince Raini- 
er ventured that “we must be vigilant, 
not only for our own peace of mind 
but especially to protect our children, 
to prevent this new and exceptional 
means of penetration and persuasion 
which is television from serving any 
other purpose than art, whether it 
seek to entertain, to educate, or to 
inform objectively and without hid- 
den motive a public which is receptive 
but whose taste remains to be defined 
and developed.” 

(Has somebody in the palace been 
watching The Untouchables? ) 


PINTOFF TAKE-OFF 

Ernest Pintoff, the imaginative 
head of Pintoff Productions, will pro- 
duce six more animations for The 
Steve Allen Show on ABC-TV. The 
Violinist and The Interview, two 
earlier Pintoff animations, were high- 
ly successful when used on the show 
last month and on Sept. 27. 


SALES MARKS 

Ziv-UA’s Ripcord (which our 
records show was once to be called 
The Sky Divers) has reached what 
is claimed to be 92-per-cent market 
saturation in the top 50 markets. 

Everglades, also from Ziv-UA, has 
reached 82 stations, with latest syndi- 
cation sponsor a Texas chain, Pay- 
less Self-Service Shows. 

King Features Syndicates sales of 
the Popeye series made for tv has 
passed the $414-million mark with the 
latest sale being to KTAL-Tv Shreve- 
port—the 112th station to sign for 
the new series. 

Biography, from Official Films, has 
been sold to Pacific Gas & Electric 
Co. for seven northern and central 
California markets, including San 
Francisco. The show will appear on 
wnsc-Tv New York at 7 p.m. 

NBC Films sales exceeded $2 mil- 
lion during the fiscal quarter ended 
Oct. 1, it was announced by Morris 
Rittenberg, president of NBC Films. 
The figure represents the highest 
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gross sales in any quarter since NBC 
has been in syndication of filmed ty 
programs. 


ITC-ASHLEY-STEINER PACT 

Independent Television Corp. has 
concluded negotiations with Ashley- 
Steiner, Inc., for exclusive represen- 
tation by the latter on all phases of 
network and national sales of prop- 
erties now owned or developed by 
ITC and its parent company, Asso- 
ciated Television, Ltd. 

Among the shows for which Ashley 
is now agent are: The Defenders, 
Alvin, Twilight Zone, Candid Camera. 
Dr. Kildare, Camouflage and Make 
a Face. 

Four ITC series will debut in the 
New York area within the next few 
months. They are Danger Man, Whip- 
lash, Best of the Post. and Supercar. 


MCA-SAG AGREE 

MCA has agreed not to fight 
termination of the Screen Actors 
Guild waiver that has permitted it, 
for the past 10 years to function both 
as talent agency and production or- 
ganization. According to the agree- 
ment, MCA will give up one activity 
or the other by Sept. 30, 1962, and 
a spokesman for the Guild avers that 
SAG’s board of directors “believes it 
to be a foregone conclusion that MCA 
will surrender the agency franchise 
and maintain and probably expand 
production activities.” For the last 
fiscal year MCA’s income from pro- 
duction and film rentals was $57,593,- 
078, as against agency commission's 
of $8,710,914. Much of the talent now 
represented by MCA will probably 
continue to be represented by their 
present agents who are expected to 
set up their own offices or join other 
organizations. The deadline for di- 
vestiture coincides with the beginning 
of the fall 1962 tv season. 


PRODUCTION NOTES 

Citing tv producers for their spirit 
of cooperation, Robert Swezey, direc- 
tor of the tv code enforcement office 
of NAB, told members of the Alliance 
of Tv Film Producers in Hollywood 
that there is, nevertheless, still too 
much violence in telefilms, and that 
he plans to crack down further dur- 








ing the coming months. Violence, as 
such, is not the target, Mr. Swezey 
averred, but violence in excess and 
Indicating that 
excessive sex and brutality in U. S. 
motion-picture production is of late 
origin, Mr. Swezey said that there 
have been virtually no objections 
registered in the case of old theatrical 
features show on tv. 


without purpose is. 


Filmways, buoyed by the success of 
Mr. Ed, is investing heavily in pilot 
production for the 1962-63 season, 
emphasizing comedy. Four comedy 
programs are now in preparation: 
This is Goggle, based on the Bentz 
Flagemann novel of the exploit of a 
10-year-old boy, which Bill Manhoff 
is writing for a mid-November start: 
Emmy Lou, based on the comic strip 
of the same name, Al Simon produc- 
ing from a Ben Starr-Obo O’Brien 
script; Capri, a comedy-adventure 
series, and an untitled comedy being 
created by Paul Henning. 

NBC-TV has three properties in 
preparation for next season. Definite- 
ly set is a skein transferring Laurel 
& Hardy to animation, the half-hour 
produced by Larry 
Productions and _ released 
through Jayark Films. Bob Banner 
Productions is prepping Kings of 
Broadway, show dealing with a fam- 
ily of vaudeville performers. And 


series being 
Harmon 


Jess Oppenheimer has a co-produc- 
tion deal on The Big Brain, created 
by Sam Taylor, who wrote The 
Absent-Minded Professor. 

Unique approach of the new season 
is being taken by Procter & Gamble, 
which has commissioned the Com- 
pany of Writers to deliver five pilot 
scripts per year for each of the next 
three years, thereby giving the spon- 


sur a stake in program origination 
and production. Company of Writers. 
consisting of Richard Murphy, Mar- 
ion Hargrove, Ivan Goff, Ben Rob- 
erts and Liam O’Brien, will have free 
rein as to type and content of pilots, 
will remain the 

property and 
hibited elsewhere if rejected by P&G. 


which individual 


writer's may be ex- 

Enigma, 30-minute mystery anthol- 
ogy, is being piloted by Alan Ladd’s 
Jaguar Productions from a Mike 
Schreiber Richard 
directs. 


script. Donner 

Screen Gems is setting up a talent- 
scouting program to find and develop 
personnel for new series, and has ap- 
pointed Milt Lewis, former head of 
the talent department at Paramount 
Studios, as executive in charge. The 
company also is moving ahead on a 
Man, 


starring Victory Jory in the role of 


new series, The President's 
a former Secret Service man. 


COMMERCIAL CUES 

A commercial productions com- 
pany is being established by Don 
Fedderson. It will be headed by 
Jack W. Minor, formerly a vice pres- 
ident at Advertising and 
Plymouth Division of Chrysler Corp. 


Grant 


Peck Prior, former supervisor-of film 
programs for Campbell-Ewald, has 
been appointed vice president and 
general manager. 
headquarters will be Desilu-Gower 
Studios in Hollywood. 


The company’s 


A new tv recording service, in- 
cluding tape to film, film to tape, 
tape production and closed-circuit tv 
has been KTTV 
studios by Bradley Kemp, founder of 


established at the 


Video Views, which operated in the 
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same field until its sale to General 
Film Laboratories two years ago. 


PEOPLE IN PLACES 

The broadcast division of NAFI 
Corp. has undergone several key ex- 
ecutive changes. Alvin G. Flanagan, 
president and general manager of 
Kcop Los Angeles has resigned to 
take another, as yet undisclosed post, 
in the broadcasting field. Replacing 
him is William Whitsett, formerly 
general counsel for the Mutual-Don 
Lee Network. Simultaneously, Amos 
T. Baron, general sales manager for 
the station, has been elevated to a 
vice presidency. And John S. Han- 
sen, general manager of KPTV Port- 
land, has been elected president of 
Oregon Television, Inc., a wholly 
owned subsidiary of NAFT. 

Hal Styles, independent tv _pro- 
ducer, has been named sales man- 
ager for Animation, Inc., Hollywood 
producers of animated tv commer- 
cials. 

Frank Browne, formerly sales man- 
ager for KTTV Program Sales in Los 
Angeles, has been appointed mid- 
western sales and marketing man- 
ager, and will head the station’s new 
Chicago sales office. 

William E. Huston has been ap- 
pointed vice president in charge of 
sales at Transfilm-Caravel. Mr. Huston 
was formerly Transfilm’s vice presi- 
dent in charge of tv commercial sales 





MR. HUSTON 


and will now head all sales activities, 
including industrial films, tv commer- 
cials, “live” business shows and train- 
ing programs. 

Alvin Sussman, formerly eastern 
sales manager for United Artists As- 
sociates, was elected to the executive 
vice president post of the newly 








formed Universal Entertainment | 
Corp. 

David Bader has been named vice 
president of Intercontinental Tele- 
vision, Inc., replacing John Leo, who 
has resigned to go into business for 
himself. 

Martin Roberts has been named 
director of advertising, promotion 
and publicity for National Telefilm 
Associates. 

Joseph W. Bailey, who recently re- 
signed from Ziv-UA as a vice presi- 


dent and production executive, has 
opened a law office in New York, spe- 
cializing in representation and con- 
sultation in the fields of radio, ty, 
motion pictures and theatre. 

Harry Lange has been named a vice 
president of Fred Niles Communica- 
tions Centers, Inc. He will continue to 
headquarter in the Chicago offices. 

Howard Christensen was appointed 
vice president of Television Artists & 
Producers Corp. He will serve in a 
general administrative capacity. 

Graeme Ferguson has been appoint- 
ed director of the production division 
of Sterling Television Co. 

Robert Ballin. tv-radio vice presi- 
dent of SSC&B in Hollywood for the 
past four years, has been selected to 
head the agency’s west-coast office, re- 
placing Jack Van Nostrand, who is 
retiring. 

TEC has appointed Gerry Corwin 
as midwestern sales director, to head- 
quarter in Minneapolis. Mr. Corwin’s 
previous affiliation was with NTA. 

KTTV Los Angeles has appointed 
James Hoffman to succeed Jack 
O'Mara, who resigned to become di- 
rector of the western division of the 
Television Bureau of Advertising. as 
merchandising and promotion direc- | 


tor of the company. 
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COMMERCIAL CREATIVITY 


“Too much music, too many effects, 
that 
yelled, spinning screens, cute tricks, 


titles screamed, announcers 


scare items, and tasteless ideas.” 
These characterized much of tv com- 
mercial making in early years, ac- 
cording to Louis Mucciolo, executive 
vice president of Gerald Productions, 
Inc. 

In a recent interview Mr. Mucciolo 
expressed the hope that creativity for 
creativity’s sake had finally come to 
an end. “Mishandled,” said Mr. 


Mucciolo, “such creativity has about 
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the same effect as a load of buckshot 
which hits out in all directions but 
rarely towards the prime target. 

“We are all familiar with the client 
who does not recognize his story in 
the completed commercial. Perhaps, 
as the spot was being developed, it 
passed through too many hands, each 
adding a pellet of creativity along the 
way. Some were added because donors 
thought it would be something differ- 
ent, while others thought it should be 
something different. Difference and 
change without direction are not 
creativity.” 

Urging a return to simplicity, Mr. 
Mucciolo recalled a television panel 
discussion of the advertising industry 
last year. “After some of the guests 
had roasted the methods and claims 
of the adman, the moderator turned 
to the president of one of our large 
agencies and asked him to explain the 
role of the advertising agency. One 
could actually see both moderator and 
guests settle back in preparation for 
a lengthy explanation. To their amaze- 


ment, the reply was terse, crisp, and 


write. phone, wire 


ask for new 
price list wall chart t-11 
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totaled seven words—‘To move the 
goods off the shelf.’ 

“Too simple? Perhaps—but truths 
are usually simple. No matter how it 
is sliced, the commercial is still a 
sales message and it must communi- 
cate effectively if those goods are 
going to move. If you use creativity 
in the message it must be channeled 
to implement your objective.” 

Mr. Mucciolo said he considered 
the film commercial one of the most 
highly developed methods of message 


communications because “it combines 
the basic qualities of sight and sound 
which in turn can stimulate the other 
senses and emotions.” 


With film, he said. the viewer “can 


hear the sizzling steak, dancing rain 
drops, gurgling pour, crackling fire, 


throb of the engine and strike of the 
bowling ball. Capture the viewer with 
evocative images, reader identifica- 
tion, melody, and voice. With the 
magic of optical effects, compress 
time, make visible the unseeable and 
simplify the complex! 

: and 


artistic form. Use them all! But use 


‘Use humor, realism. satire. 


them where they belong. Get back to 
Work as a 


communications specialist, not as a 


the basics of the craft! 


humorist, not as a teacher, and not as 
a dutch uncle. 

“Since the approach may be so 
varied true creativity starts with de- 
termining exactly what you want to 
say and how you are going to say it. 
A gimmick that is germane, a jingle. 
a situation, a location setting, realism, 
melody and mood, animation, enter- 
be the 


cornerstone of a creative concept. 


tainment—any of these can 

“Then you still have to blend in 
taste, design, craftsmanship, and tech- 
nical skills so that all are used co- 
hesively as a unit for the accomplish- 


ment of your communications ob- 
jective. 
Mr. Mucciolo cautioned against 


“squandering these essentials of cre- 
ativity by overshooting the target with 
shotgun techniques. 

the efforts 
used to implement the commercials’ 


“Unless creative are 
directions, they will serve no purpose 
but to weaken the effectiveness of the 
message. Let us use creativity but 


not be used by it.” 





he 


hs 


ni- 
re 
ity 
ed 


an 
in 
re. 
he 
ith 


he 
Ss 


nd 


ise 


pul 





STUDIO SHOOTING 


The Technique of Television Produc- 
tion, by Gerald Millerson. Hastings 
House, Inc. $10. 


An excellent and comprehensive 
addition to the Library of Communi- 
cation Techniques, The Technique of 
Television Production ranges widely 
over the field, from technical matters 
such as camera nomenclature to con- 
siderations of studio !ayout, camera 
control, editing and visual and aural 
effects. 

Distinctive in its blending of tech- 
nical information with aesthetic ap- 
plications, the book suffers only 
slightly for the dual interest. Those 
on the technical side of tv produc- 
tion will probably find the early chap- 
ters more interesting, while directors 
and others on the creative sidelines 
will enjoy the later chapters. 

Virtually every phase and opera- 
tion of studio production is examined, 
with 1,150 diagrams, plus numerous 
tables. 

Directors who want to simulate a 
ghost effect, unseen caption drawing, 
cathedral scenes, underwater scenes 


and the 
pleased with the chapter on aural and 


like will be particularly 


visual effects. 

Supplementing this chapter are 
others on various lenses—the sky 
lens, multiple-image lens, miniatures 
and mattes. There is also a very full 
discussion of wipes, lighting, sound 

. . all in all, there is little in tv that 
is not at least once-overed in this 
very thorough and intelligently writ- 
ten book. Though some of the ma- 
terial will be familiar to many now 
in television production, there are 
probably very few who could not 
profit from the vast bulk of the ma- 
terial and the clarity of its presen- 
tation. 
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Tv Commercials 


ANSEL FILMS, INC. 


Completed: Liggett & Myers (Chester- 
field), JWT: Dow Chemical (Dowgard), 
MacManus, John & Adams; Aluminum Co. 
of America (Alcoa aluminum), F&S&R; 
Polaroid Corp. (Polaroid camera), DDB: 
Scott Paper Co. (Soft-Weve), JWT; Pepsi- 
Cola International (Pepsi-Cola), direct. 

In production: Liggett & Myers (L&M, 
Chesterfield), JWT; Scott Paper Co. (Soft- 
Weve), JWT; Seven-Up Co. (7-Up), JWT: 
Ben Mont Paper Co. (Ben Mont paper), 
MacManus, John & Adams: Good Humor 
Co. (Good Humor ice cream), MacManus, 


John & Adams, 
BANDELIER FILMS, INC. 


In production: M. J. Holloway & Co. 
(Slo-Poke Suckers, Milk Duds, Hi-Noon), 
EWR&R. 


VIOLA S. BECKER 
PRODUCTIONS 


Completed: Citizens Party of New York 
City (political campaign film), direct. 


ELEKTRA FILM 
PRODUCTIONS, INC. 


Completed: Quaker Oats (Puss ‘n Boots), 
SM&B, Ltd.;_ Bristol-Myers (Vitalis), 
DCS&S; El Producto Cigar Co. (cigars), 
Compton; Sunbeam Bakers (bread), QBA 
Adv.; New York Telephone Co. (Yellow 
Pages), BBDO; Phila-Girard Bank (serv- 
ices), Albert Frank-Guenther Law; Wes- 
tinghouse Co. (institutional), M-E; P. 
Lorillard (Spring cigarettes), Grey; P. 
Lorillard (Kent cigarettes), L&N; Cali- 
fornia Oil Co. (Chevron gasoline), BBDO: 
Sun Oil Co. (Sunoco gasoline), Esty; 
Noxzema Chemical Co. (Cover Girl make- 
up), SSC&B; Coca-Cola Co. (Fanta soft 
drink), M-E; Dixie Cup Div., American 
Can Co (cups), Hicks & Greist; Lever 
Bros. (Golden Glow margarine), SSC&B; 
General Mills (Betty Crocker Boston cream 
pie), BBDO. 

In production: Five Day Labs. (Roll-On 
deodorant), DDB; Liggett & Myers 
(Chesterfield cigarettes), JWT; Ben Gaue. 
Inc. (Ben-Gay liniment), Esty; General 
Electric (blender), Maxon; General Mills 
(Cheerios), D-F-S; Electric Autolite (spark 
plugs); BBDO; Ward Baking Co. (frozen 
donuts), Grey; Shulton, Inc. (Desert 


Flower toiletries), Wesley; General Motors 
(Chevrolet), C-E. 


FERRO, MOGUBGUB & 
SCHWARTZ, INC. 


Completed: Red-L-Foods Corp. (Red-I 
seafood), Smith/Greenland; Ford Motor 
(Ford Falcon), JWT; International Paper 
Co. (sales promotion), Cardinal; General 
Foods (Post cereals), B&B; Dixie Cup 
(Dixie Cup), Hicks & Greist; Lufthansa 
Airlines (Lufthansa flight), Herbert Lam- 
nard; CBS (program opening for Twilight 
Zone), direct; Johnson & Johnson (Ar- 
restin cough medicine), N. W. Ayer: NB¢ 
(show opening for Theatre 62), direct: 
American Gas Assn, (American Gas), 
L&N; Hicks & Greist (promotional), di 
rect. 

In production: Ford Motor (Ford Fair 
lane), JWT; El Producto Cigar Co. (La 
Palina cigar), Compton; American Gas 


Assn. (American Gas), L&N. 


FILM FAIR 


Completed: Bardahl Oil Co. (Bardahl), 
MMH&H;; Allstate Insurance (insurance), 
Burnett; Campbell Soup Co. (beans and 
franks), NL&B; Malt-O-Meal Co. (Malt- 
O-Meal), C-M: Mfg. Nat'l Bank (bank 
service), W. B. Doner: Pacific Ocean 
Park (POP), F&S&R: Northwestern Mu 
tual (insurance), MMH&H: Common 
wealth Edison (electric appliances), Bur- 
nett: Matson Navigation Co. (Ocean 
travel), F&S&R: Max Factor (lipstick & 
nail polish), Carson/Roberts: Bank of 
America (Bankamericard), Johnson & 
Lewis; Procter & Gamble (Jif peanut 
butter), Gardner: Mattel Toymakers 
(toys), Carson/Roberts: Kellogg Co 
(breakfast foods), Burnett: Best Foods 
(Skippy peanut butter), GB&B:; Armour 
Co. grocery division (Chiffon), FC&B 
Gold Seal (Mr. Bubble), C-M. 

In production: Standard Oil (gasoline). 
D'Arcy: McCulloch (chain saws), F&S&R: 
Kraft Food (Kraft Treets), FC&B; Miles 
Laboratories (Alka-Seltzer), Wade: Star 
kist Foods (tuna), Burnett; Fairfield Labo 
ratories (professional aspirin), F&S&R; 
Raytheon Corp. (Missile Test Center pro 
motional), F&S&R. 


GRAY & O’REILLY 
In production: Texaco (gasoline), C&W 


Nabisco (crackers), M-E: American Home 
Prods. (Chef Boy-ar-dee), Y&R; Melnor 








‘4 Al Stahl has stand...... will animate 
wo 





I ANIMATED PRODUCTIONS, nc 


SEND FOR 

AL STAHL'S FREE 

TV TIMETABLE- 

HANDY FILM COMPUTOR 


1600 Broadway, New York 19, COlumbus 5-2942 
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Industries (lawn sprinklers), Smith/Green- 
land; Block Drug (Omega, Rem), Gum- 
binner; Mary Carter (paints), Ellington. 


KEITZ & HERNDON 


Completed: Lakeside Toys (toys), Kerker- 
Peterson. 

In production: Humble Oil 
M-E; Dr. Pepper (soft drink), Grant; 
Lakeside Toys (toys), Kerker-Peterson; 
Dean’s Milk (milk), Clinton E. Frank; 


(gasoline), 


Advertising Directory 


of TV SERVICES 


FILM EQUIPMENT 








CAMERA EQUIPMENT CO., INC. 


315 West 43rd Street, New York 36, N. Y. 
JUdson 6-1420 
LIGHTING EQUIPMENT 
Motion picture and television equipment 
. « « generators . . . film editing equip- 
ment... i i + 
RENTALS 





ad SOV ve 
— SALES — SERVICE 








$.0.S. PHOTO-CINE-OPTICS, INC. 
formerly $.0.S. CINEMA SUPPLY CORP. 


New York City: 602 West 52nd Street, Plaza 7-0440. 
Hollywood, Calif.: 6331 Hellywood Bivd., Ho 7-2124. 


SALES e LEASING e SERVICE 
The world's largest source for film production 











equipment: Animation, Producing, Lighting, 
Processing, Editing, Recording, Projection, 
etc. 

LIGHTING 








CHARLES ROSS, INC. 
333 West 52nd Street, New York 19, N. Y. 
Circle 6-5470 
LIGHTING, GRIP EQUIPMENT, 
PROPS AND GENERATORS 
For Motion Pictures and Television 
SALES @ SERVICE @ RENTALS 











SOUND STUDIOS 








PATHE’S FABULOUS STUDIO 7A, for the BIG 
SOUND in Scoring Music to everything from 
10 sec. SPOTS to FEATURE FILMS. One 
Musician or 100. 16 and 35mm projection. 
PATHE SOUND SERVICES, INC. 


105 E. 106th St., New York 29, N. Y. 
EN 9-4040, TR 6-1120 











FILM STRIP LABS 








MANHATTAN 
COLOR LABORATORIES, INC. 
SERVING THE PRODUCER 
with 
FILM STRIPS and SLIDES 
CALL TR 3-1919 
210 West 65th St. New York 23, N. Y. 
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Cain’s Coffee (coffee), Lowe Runkle; 
Burks-Walker-Tippet (funeral services), 
Wm. Finn; Kitty Clover Potato Chip Co. 
(potato chips), Allen & Reynolds. 


PAUL KIM-LEW GIFFORD 


Completed: Nationwide Insurance (insur- 
ance), Ben Sackheim; Warner Lambert 
(Fizzies), L&F; General Mills (Trix), 
D-F-S; Labatt Importers (beer), JWT: 
Post Div., General Foods (Alpha Bits), 
B&B; Ford Motor (Comet, Galaxie, Fair- 
lane), JWT; Sandura Co. (Sandran), 
Hicks & Greist; General Mills (show open- 
ing and closing for National Velvet and 
Father of the Bride), BBDO:; NBC (news 
promotional), direct; American Motors 
(Rambler), GMM&B. 

In production; NASA (Project Mercury), 
direct; Lever Bros. (Sunlight cleanser). 


BBDO; AMF (pinspotters), C&W. 


LOU LILLY PRODUCTIONS, 
INC. 


Completed: Renault (Renault), NL&B; 
R. J. Reynolds (Camel), Esty; Ballantine 
(Ballantine ale), Esty. 

In production: R. J. Reynolds (Camel), 
Esty; Ballantine (Ballantine beer), Esty: 
S. C. Johnson & Son (Stride), NL&B;: 
Mattel Toys (Mattel toys), Carson-Rob- 
erts. 


FRED NILES PRODUCTIONS 


Completed: General Mills (Betty Crocker: 
potatoes), Knox Reeves; American Oil 
(gasoline), D’Arcy; Fairmont Foods (food 
products), Allen & Reynolds: O-Cedar 
Prods. (Endust, O’Cedar mop), Turner: 
H. J. Heinz Co. (pickles), Maxon; Hunt 
Foods (pork & beans), Y&R: Southwest 
ern Bell Co. (Yellow Pages), Gardner. 

In production: Meadow Gold Div., Bea 
trice Foods (dairy products), HRM&S: 
Brunswick Corp. (bowling equipment). 
M-E; Ovaltine Foods Prods. (Ovaltine). 
Tatham-Laird: Procter & Gamble (Ameri- 
can Family detergent), Tatham-Laird; J. 


A. Folger (Folger’s coffee), C&W: A. E. 
Staley Co. (Sta-Puf), EWR&R: Lipton 
Tea (Wishbone dressing), Edward H. 
Weiss. 


PANTOMIME PICTURES 

Completed: Los Angeles Community Chest 
(donations), direct: American Crystal 
Sugar (sugar), W. A. Krause; Archway 


Baking Co. (cookies), Norman, Navan, 
Moore, Marineau & Baird: Mars, Inc. 
(show opening), NL&B; First National 


Bank of San Diego (auto loans). Phillips- 
Ramsay; Home Oil Co. (gasoline), Cock- 


"HALF MILLION COLOR TV SETS 


field, Brown. 
In production: Schlitz Brewing 
waukee beer), Post & Morr. 


PGL PRODUCTIONS 


Completed: Bonnie Built Co. (Bend ‘n’ 
Build toy), Stanford: Nabisco (Scone 
Mix), Bates; CARE (Mexico Self Help, 
Hunger Hurts), direct. 

In production: Atlantic Refining Co. (in 
stitutional), Ayer; New York Herald Tri- 
bune (newspaper), Papert, Koenig, Lois. 


SOUNDAC PRODUCTIONS, 
INC, 

Completed: Century 21 (World’s Fair), 
direct; Kwrv Oklahoma City (news open 
ings), direct. 

In production: Appalachian Power Co. 
(electric clothes dryer), Houck: MeNair 
Seed Co. (tobacco seed), Dick Brown. 


(Old Mil 


TELEVISION BROADCASTING 
SERVICE, INC. 

Completed: New York State Thruway 
(Interchange #20), direct; Mountain Top 
Insurance (insurance), direct; Maple 
Greve; Lantern Motel; Pleasant Acres: 
Catskill Dude Ranch; Glen Brook Farm; 
Sunset Springs: Laurel Hill; Red Wood 
Lodge; Villa Maria; Pleasant View Lodge 
(all resort, various titles), direct; Roma- 
leno’s Super Market (super market), di- 
rect; Hans Holterbosch, Inc. (Loewenbrau 
light and dark beer), direct. 

In production: Greene County Resort As- 
sociation, direct: Hans Holterbosch, Inc. 
(Lowenbreu light and dark beer), direct; 
Refined Syrups & Sugars, Ine., direct: 
Yonkers Chamber of Commerce (promo 
tional), direct: Graphite Metalizing Com 
pany, direct: Phelps Dodge, direct: Dell 
wood Dairy (milk, butter, eggs, cheese), 
direct: Motel in the Sky, direct: Tuckahoe 
Motel, direct: New York State Thruway 
(Interchange #12, 14, 15), direct. 


VIDEOTAPE PRODS. OF 
NEW YORK, INC. 
Completed: General Electric 
al), BBDO: Bristol 
DCS&S: Coodman’s 
soup), DDB: Liggett & Myers (Chester 
fields), JWT: Better Vision Institute 
stitutional), DCS&S. 

In production: Minnesota Mining Mfg. 
(various), MeManus John & Adams: Arm- 
strong Cork Co. (floor, ceiling products), 


(institution 
Myers (Ipana). 
Noodles (noodle 


(in- 


IN 50 MAJOR MARKETS ALONE 


A Television Age Color-set count through distributors, 
wholesalers, and colorcasting stations shows 547,320 
Color receivers in 50 major markets alone. The big 
breakthrough in Color TV is here. Are you with it? Get 
the full Color picture today from: W. E. Boss, Director, 
Color - Television Coordination, RCA, 30 Rockefeller 
Plaza, New York 20, N. Y., Tel: CO 5-5900 


BBDO: Pharmaceuticals, Inc.  (Lectric 
Shave), Parkson; Johnson & Johnson 
(Micrin), Y&R. 

. 

. 
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INVESTOR CONFIDENCE. [nvesiors 
are showing renewed interest and 
confidence in the tv industry, a sign 
that augurs well for the outlook over 
the next year. One indication is the 
jump in Barron’s Tv Group Stock 
Average, which rose to 156.29, a jump 
of 1.92 per cent in the final week of 
October, just shy of its high of 158.92. 

Moreover, the stocks of the leaders 
have been comparatively strong in the 
market. Columbia Broadcasting has 
moved up, and while it was still not 
back to its high of $42, there was in- 
dication of renewed investor interest. 
The same is true of ABC-Paramount, 
which has ranged in trading from $41 
to $61 and is now trading in between 
those prices. The same also holds for 
Radio Corp. of America, which slipped 
from its high of $65 down to $49 and 


Wall Street Report 





on this page. 

It’s clear that RCA expects to bene- 
fit substantially from the sudden in- 
terest in color sets by the public. Sales 
are showing strength, and there is 
good reason to believe that by next 
spring the acceptance of color will 
have reached a point to create a new 
enthusiasm on the part of the public. 
RCA also has been reaching agree- 
ments on computer operations with 
European makers, notably Bull & Co. 
of France. RCA plans to be a major 
challenger in this area, but whether it 
will have to go through a longer 
period of research and development 
remains to be seen. Computer devel- 
opment has been a costly affair for 
anybody entering the field—witness 
the tribulations of Philco Corp.—but 
RCA seems determined to make a 





1961 1960 
Third Quarter 
RCA 32 32 
ABC 44* 43 


cents per share. 





RCA and ABC Earnings 


* Capital gains not included. For the third quarter capital gains equaled 
one cent per, share, and for the nine months capital gains represented two 


1961 1960 
Nine Months 
$1.29 $1.46 
$1.78* $1.76 








has now started to: climb back up in 
price. — 

Most of the decline in these securi- 
ties came not only in the wake of a 
general market sell-off earlier but 
with some signs that time sales were 
to be in for some rough weather. Now 
it appears that while many adver- 
tisers have held down their budgets 
for air time, there are more adver- 
tisers in the field. One illustrative ex- 
ample: the sponsorship of prime-time 
programs by the Savings & Loan 
Foundation. 


REPORTS SUMMARY. Also. the 


major networks have managed to eke 
out fairly respectable reports in the 
third quarter, making their nine- 
month statements look favorable as 
contrasted with 1960. A summary of 
the earning statements of the RCA 
and ABC reports appears in the box 


major contribution in the field. 
ABC-Paramount’s third-quarter 
pick-up was accomplished despite the 
costs incurred in setting up a new na- 
tional tv station sales subsidiary to 
service the company’s five owned tv 
stations. It is not expected that the 
























company will realize any benefits 
from this new operation until 1962. 
Meanwhile, the company has acquired 


a minority interest in two leading 
Japanese tv stations, one in Tokyo, 
the other in Osaka, and in a third tv 
outlet in Manila. This brings ABC’s 
interests in or agreements with foreign 
tv stations to 17 in 13 countries. 
Meanwhile, of course, the company’s 
theatre business is contributing to 
profits. The third-quarter box-office 
results were off, reflecting a fewer 
number of pictures released in that 
period. 


NO CBS FIGURES. Columbia has 
not released its third-quarter figures 


(Continued on page 76) 





WASHINGTON, D.C. MIDWEST 


Jomes W. Blackburn H. W. Cassill 

Jock V. Harvey William B. Ryan 
Joseph M. Sitrick 333 N. Michigon Ave. 
Washington Building Chicago, Illinois 
STerling 3-4341 Financial 6-6460 





FINANCING AVAILABLE 
We are providing an increasing volume of 
finaheing for radio and television properties. 
Inquiries are held in the strictest confidence. 


BLACKBURN & Company, Inc. 


RADIO + TV * NEWSPAPER BROKERS 
NEGOTIATIONS * FINANCING * APPRAISALS 


ATLANTA 


Clifford 8. Marshall 
Stonley Whitoker 
Robert M. Baird 
Heoley Building 
JAckson 5-1576 


WEST COAST 


Colin M. Seiph 
Colif. Bonk Bidg 
9441 Wilshire Bivd 
Beverly Hills, Colif 
CRestview 4.2770 
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Gasoline (Continued from page 28) 


media. A Wall Street Journal story 
to the effect that Shell’s 1961 profits 
should top 1960’s by some $5.5 mil- 
lion brought a rival-firm executive's 
opinion that “there are too many 
things involved in selling gasoline to 
credit any advertising campaign with 
having done anything.” (Among the 
natural- 
refined- 
product _ prices, local “price wars” 
and so forth.) 
* 


factors—crude oil prices, 


gas weather, 


production, 


Better Position for Shell 
2 


Shell, ‘interestingly enough, is in 
a somewhat better position than a 
few of its major competitors to de- 
termine how well its advertising cam- 
paigns are doing in that its reported 
profits come entirely from domestic 
sales. They do not have to be sepa- 
from 


rated from income 


and South 


overseas, 
Canadian American ac- 
tivities. The company, which saw its 
profits slide by a few million dollars 
last year, although gross revenue was 
$17 million higher than 1959's, looks 
to still greater grosses this year to 
account for its improved profit pic- 
ture. “We're pleased with the rate of 
climb for sales, but not with that for 
profits,” said a company spokesman. 

On media plans for next year. 
agency and client are currently re- 
viewing recommendations. The one- 
medium experiment is over at any 
rate, with Shell coming into network 
television this winter for institutional 
advertising on Leonard Bernstein’s 








lack L. Currey was named to the posi- 
tion of account executive for KCPX-TV 
Salt Lake City sales. Mr. Currey was 
previously an account salesman for 


the Pillsbury Co. 
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Network 
. Texaco $6,537,614 
2. Humble Oil 160,491 


1,415,521 


. American Oil 


l 
2 
3. Gulf 
1 
5 


76,174 


5. Sun Oil 

6. Phillips Petroleum 

7. Atlantic Refining 

8. Mobil Oil — 

9. Sinclair Refining 382.088 

10. Pure Oil - 
Total 8,571,888 





1. First-Half 1961 Tv Billings: 10 Leading Oil Firms 


Source: Network—TvB/LNA-BAR; spot—TvB-Rorabaugh. 


Spot Total 
$ 24,330 $6,561,944 
1,564,690 1,725,181 
198,380 1,613,901 
1,168,340 1,168,340 
1,032,880 1,109,054 
997,950 997,950 
861,650 861,650 
615,970 615,970 
184,720 566,808 
511,970 511,970 
7,160,880 15.732, 768 








concerts and a weekly Wonderful 
World of Golf telecast on CBS-TV. 
“The agency ran some tv and radio 
tests this summer in certain areas,” 
Shell reported, “and the results of 
those tests will be evident in the new 
plan.” 

Recalling that one of the intended 
goals of the Shell campaign was 
“domination” of a medium, an ex- 
ecutive of a competitive gasoline firm 
acknowledged that Shell had suc- 
ceeded in attaining it. “Frankly,” he 
said, afraid the 
might now try the same thing in 


“we're company 


television—where we feel sales re- 
sults would be even more striking. 
Dominating a medium is one thing— 
you can dominate sky-writing if you 
want—but dominating the right me- 


dium is another thing.” 
Mobil Competition 


If Shell decides to by-pass televi- 
sion as a major advertiser in 1962. 
or if it decides to enter the medium 
in force, a factor in either decision 
might be the hard-hitting and omni- 
present Mobil Oil “Megatane” cam- 
paign. Mobil, holding about eight 
per cent of the consumer market, is 
Shell’s closest competitor, with both 
firms running behind Texaco and 
Humble—each of which 
nine per cent of the market. 

Mobil’s_ net 
three-quarters of this year was 19 


has about 


income for the first 


per cent above that of the similar 
period in 1960, and the company de- 
clared an extra dividend of 25 cents 
per share—its first such extra divi- 


dend since December 1957. Interest- 
ingly, the dividend followed some six 
months in which Mobil had little 
advertising as it bulked its money 
for the 13-week network 
drive. The campaign is expected to 
cost better than $4 million in the 
fourth-quarter alone. 


current 


“Knowing the Bates agency,” said 
one gasoline marketer, “and know- 
ing that Mobil approves of the prin- 
cipal of repetition the agency stands 
for, it’s a cinch this megatane thing 
will be around for a long time. If | 
were Shell, I'd think twice before 
trying to out-dominate Mobil—but 
maybe they've already thought twice.” 


Moving With the Trend 


Having realigned its top-level ex- 
ecutives at the first of this month, 
and having selected a new agency 
last April, Mobil has moved right 
along with the trend that—in less 
than two years—has seen more than 
$50 million in agency billings for 
gasoline-oil companies change hands. 
(Shell, Cities 
and — most recently —DX Sunray 


Continental, Service 
have been included.) Largest of the 
television spenders ($11.6 million in 
1960) to shift agencies was Texaco, 
Inc., which dropped Cunningham & 
Walsh this past summer in favor of 
Benton & Bowles. 

Texaco, among the four largest 
domestic companies and a major in- 
ternational operation, has been for 


the devoid of the 


trouble that caused unrest at its com- 


past few years 


(Continued on page 63) 
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TELEVISION AGE 


he move last week in New York 

of an important retail candy firm 
into television stands as evidence that 
the “television-market” concept has 
been accepted by at least one more 
advertiser. The firm in question is 
Barton’s Bonbonniere, a company 
that until two years ago was known 
primarily only to New Yorkers, but 
which has expanded via a franchise 
operation into 100 department stores 
and 125 pharmacies in various major 
markets, with more being added all 
the time. 


However, with 65 stores in the New 
York area—and a large number of 
franchised outlets within a 50-mile 
radius of the city—Barton’s draws 
upon the metropolis for the bulk of its 
business. Until now, its advertising 
was concentrated in newspapers. What 
brought about the change in media? 


“As our stores spread into the 
suburbs,” said a company spokesman, 
“we found no one newspaper could 
reach all the customers.” Placing an 
advertising campaign thus became a 
matter of scheduling numerous ads in 
a variety of papers in New York City, 
Long Island, New Jersey and else- 
where—or using television to reach 
Barton’s entire market at one time. 


A filmed minute and a 20-second 
commercial were prepared by Doyle 
Dane Bernbach for the campaign, 
running six nights weekly on WNBC-TV 
New York in a flight pattern. The 
live-action spots, featuring three 
“schmalzy” Viennese musicians in 
one and a production line of attractive 
candymakers in the other, might 


November 13, 1961 


a review of 
current activity 
in national 
spot tv 


eventually turn up in other markets. 
With Barton’s stores already estab- 
lished in Detroit and Philadelphia, 
and with franchises opening up at 
fantastic rates (seven in one day in 
one city), the candy company “antici- 
pates” national tv advertising. 


In Canada, William R. Seth Jr. 
offered another reason why adver- 
tisers are turning from newspapers to 
television. The electronic medium has 
proven, said the director of TvB, 
Canada, “that a static advertisement, 
no matter what arrangement is made 
of type and illustration, is no substi- 
tute for one human being telling an- 
other human being the merits of a 
product or service.” 


Speaking at the convention of the 
Central Canada Broadcasters Asso- 





Bob Wilson, assistant media buyer at 
Benton & Bowles, New York, works 
on the General Foods account, placing 
for Gravy Train dog food, Instant 
Maxwell House and others. 





REPORT 


ciation, Mr. Seth pointed out that 
there are now 4,093,000 tv sets in 
Canadian homes—as compared to the 
country’s newspaper circulation of 


4,091,025. 


In 1955 Canada’s advertisers in the 
food-commodity classification put only 
17 per cent of their budgets into tv, 
while radio got 37 per cent and news- 
papers/magazines got 46 per cent. 
This year, the TvB director said, food 
advertisers are putting 32 per cent of 
their dollars into newspapers/maga- 
zines, 12 per cent into radio and 56 
per cent into television. In 1960 the 
top 10 advertisers in the country put 
an average of 39 per cent of their 
budgets into television. “The average 
was pulled down,” Mr. Seth noted, 
“by one major advertiser who put 
only 2.1 per cent of his budget in ty— 
and incidentally was near the bottom 
of the pile in sales. On the other hand, 
the advertiser who put 94.5 per cent 
of his ad dollars in tv was number 
one in sales in his category.” 


Among current and upcoming spot 
campaigns from advertisers and agen- 
cies across the country are the fol- 


lowing: 


AMERICAN BAKERIES CO. 
(Tucker Wayne & Co., Atlanta) 
For its MERITA bread, this baking firm 


opened up a three-week campaign in some 
dozen markets within its regional southern 
area at the first of the month. Minutes, 
20’s and ID’s in day and nighttime slots 
are employed. Anne Hutcheson is the 
timebuyer. 
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ONE 

SHOT 
TAKES 
ALL 

THREE 


LANSING 
JACKSON 
BATTLE CREE 


A solid play in Michigan's Golden Triangle 
stakes you to a lively market—Lansing, 
Jackson and Battle Creek! WILX-TV cracks 
all three with a city-grade signal and scores 
big in a lush outstate area. 








CHANNEL {i 
7 — | a oie 























Operating with a 1,008 foot tower 
at 316,000 watts. Let this one 
outlet give you all three markets. 


Represented by 


VENARD, RINTOUL & McCONNEL, INC. 
THE GOLDEN TRIANGLE STATION 


ic. 
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BARTON’S BONBONNIERE 
(Doyle Dane Bernbach, Inc., N. Y.) 


Making its first entry into television, this 
candy firm started a series of flights on 
wnsc-tv New York last week, with filmed 
minutes and 20’s running six nights per 
week. The commercials—featuring 
Viennese musicians and a Continental 
approach that’s humorously soft-sell— 
purportedly will eventually be used in other 
markets for franchised retailers. Moving 
from a strictly New York operation two 
years ago to a franchise arrangement that 
now involves 100 department stores and 125 
drug stores across the country, Barton’s 
anticipates its television activity will pave 
the way for national advertising. Jeanne 
Jaffe is the timebuyer. 


BLOCK DRUG CO. 

(SSC&B, New York) 

While continuing to rely on network 
participations for the bulk of its television 
activity, NYTOL was reported at the end 
of last month as getting supplementary 
spot schedules under way in a handful of 
markets. Filmed minutes in day and 
late-night slots go for about 10 weeks. 
Bob Carmody is the timebuyer. 


BOURJOIS, INC. 


(Lawrence C. Gumbinner Adv. 
Agency, Inc., N. Y.) 


While the producer of EVENING IN 
PARIS perfume and toiletries has been 
counted on for spot activity each pre- 
Christmas season over the past five years 
or so, with schedules having run in more 
than 100 markets, the word this year is 
that all activity is confined to newspapers 
and magazines. Acknowledging that the 
competition in tv is heavy, a company 
spokesman said the change of media was 
due to a desire to try “something different.” 


CARTER PRODUCTS, INC. 
(SSC&B, New York) 


Early this month, ARRID cream deodorant 
moved into a small group of markets with 
new placements of minutes in day and 
late-night slots. The announcements run 
about eight weeks. Pete Holland is the 
timebuyer. 


CHERRY PRODUCTS SALES 
CORP. 


(Norman-Navan, Moore, Marineau & 


Baird Adv., Grand Rapids) 


This midwest food processor was noted as 
getting schedules under way late last month 
in some 35 major markets throughout its 
regional distribution area. The placements 
run six to eight weeks, depending on the 
market. Tv-radio director Dale Gish is the 
buying contact. 


CHUN KING FOODS 
(BBDO, Minneapolis) 


Picking up additional markets for a 
campaign on its Chinese-style foods (now 
featuring a “carry-out” handle on the 
package), CHUN KING starts two weeks 
of filmed minutes in a fair-sized group of 
major areas at issue date. Filmed minutes 
in daytime-weekend and night slots are 
used. Betty Hitch is the timebuyer. 


COLGATE-PALMOLIVE CO. 


(Norman, Craig & Kummel, Inc., 
ee 
Early this month AJAX kicked off new 


placements of day and night minutes in 
30-40 major markets across the country. 
Schedules were set for 52 weeks in fairly 
light frequencies. An expansion of the 
market list employed for POISE deodorant, 
a product testing for the past year in 
selected areas, also reportedly will take 
place this month. Al Silverman is the 
timebuyer. 





COTY, INC. 
(D-F-S, New York) 


As noted here Oct. 2, COTY planned to 
increase its spot activity as the Christmas 
gift season nears, with major markets 
getting nighttime schedules for L-AIMANT 
perfume and other items. The placements, 
kicking off next week, run about four 
weeks. Bob Fitzgerald is the timebuyer. 


EL PRODUCTO CIGAR CO. 
Div. Consolidated Cigar Co. 


(Compton Adv., Inc., N. Y.) 


Although its network buys—primarily 
Fight of the Week—account for a large 
portion of the cigar firm’s budget this year, 
some supplementary spot activity is on in 
a large number of major markets for a 
pre-Christmas drive. Night minutes and 
20’s are used in moderate frequencies until 
Dec. 24. Joel Segal is the timebuyer. 


EX-LAX, INC. 
(Warwick & Legler, Inc., N. Y.) 


Following a momentary hiatus during the 
late summer months, EX-LAX returned to 
its large list of major markets at the first 
of the month with schedules to run until 
the Christmas holidays. Day and night 
minutes and ID’s are employed as in the 
past. Jim Kearns is the timebuyer. 


FABERGE, INC. 
(Papert, Koenig, Lois, Inc., N. Y.) 


This famed perfume name—having 
previously used television only on a 
merchandise-for-promotion basis in women’s 
programs across the country—is making its 
first intensive effort in spot this pre- 
Christmas season. ID’s in strong 
frequencies will be used in major markets 
from an early December start for about 
three weeks. Carol Lewis is the timebuyer. 


FAMOUS ARTISTS 
SCHOOLS, INC. 


(BBDO, New York) 


Last reported here nearly a year ago, 
this advertiser has continued steadily 
buying large numbers of markets for its 
quarter-hour filmed programs. The shows 
are slotted in evening and week-end 
daytime periods, with sports adjacencies 
currently sought. As indicative of the size 
of the campaigns, some 90 markets got 
one or more programs during the World 
Series telecasts. The number of responses 
by phone or mail to each telecast influences 
the when and where of repeat showings. 
Jack Smith is the timebuyer. 


(Continued on page 54) 
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One Buyer’s Opinion .. . 
THE ‘MAGAZINE CONCEPT’ 


As television has progressed in recent years (or shown a lack of 
progress, according to some of its critics), there has been a repeated cry 
that the so-called magazine concept would solve a lot of the “problems.” 
In brief, this programming concept would put the networks solely in 
charge of their nightly line-ups. Advertisers would not own shows which 
they would place on any one of the three services. Once programming 
was completely in the networks’ hands, they would rotate advertisers’ 
commercials through each evening, with every advertiser paying equally 
for his prime-time period. 

The result, it is said, would benefit everyone. Advertisers would be 
relieved of the necessity of gambling huge budgets on unproven pro- 
grams, which—while they might turn out as major hits—often are dismal 
failures. Secondly, the networks would be guaranteed a steady source of 
revenue to back news and public-service programs, experimental shows 
and “highbrow” entertainments which they could drop into their sched- 
ules on a regular basis. Advertisers would be free of the cries of “censor- 
ship” that often arise. The public would get new, improved and different 
programming. 

As a clincher, proponents of the magazine idea—so called because it’s 
similar to the way print media is run, where the advertiser’s message 
appears almost anywhere in a book and has no connection with the 
editorial material—say it will work because it’s only one step removed 
from the way participation programs are now bought. That is, with six 
advertisers rotating their commercials through a single show. 

It seems to this corner that a few important points are being over- 


looked. 


One is that even under today’s rotation system in participating pro- 
grams, the advertiser has the freedom to buy—or not to buy—a program 
of his choice. If he likes the rating on Adventures in Paradise, he can 
buy into the show. If he doesn’t like the rating, he doesn’t have to buy. 
If he likes Ben Casey, he can buy; if he doesn’t like it, he doesn’t buy. 
Under the magazine concept, as we understand it, the advertiser who 
likes Ben Casey, but doesn’t like Adventures in Paradise, would be given 
the choice of buying into both or neither. In other words, a minute 
placed into the favored show would eventually be rotated into the other. 

What difference does it make, say some, if the programs are getting 
equal audiences? To many advertisers, it might make no difference at 
all; to others, their products might be highly incompatible with certain 
shows. Would a cigarette company, for example, want its commercials 
placed in an Ernie Kovacs show? Would a children’s cereal want its 
announcements rotated from Top Cat on down through Naked City? 

Certainly quality television programs should be made available to the 
viewer. But should an advertiser who is struggling to make a fair profit 
be required to reduce his chance of making that profit by being made 
to support potentially low-rated programs? 

There is much merit, to be sure, in any idea that will advance the 
cause of “good” television programming and increase the medium’s 
audience. So far as advertisers and agencies (whose job it is to see that 
the clients’ dollars are spent effectively) are concerned, however, im- 
plementation of the magazine concept might find many once-network 
budgets going into spot schedules—which could be placed near the 
high-rated programs that will get the advertiser more effective buys. 
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Smart advertisers are cleaning up 
in the Johnstown-Altoona market 
by using WJAC-TV. 

They can’t miss! Both ARB and 
Nielsen rate WJAC-TV tops, month 
after month. And those statistics 
represent product-purchasing peo- 
ple, who buy what they see on 
WJAC-TV. 

Advertise your product on WJAC- 
TV, and get ready for sales action! 


For Complete Details, Contact: 


HARRINGTON, RIGHTER 
AND PARSONS, INC. 


New York Boston Chicago Detroit 
Atlonta Los Angeles San Francisco 
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CHATTANOOGA 


Call your 





Advertising Time Sales, Inc. 


man FIRST! 


aWGY.. 


being listened to 
rather than just 
being heard is the 
difference between 
selling and not 
selling. People 
listen to WGY 
because they like 
WGY PERSONALITY 
PROGRAMMING. 
That’s why WGY 
will sell for you 
in Northern New 
York and Western 
New England. 982-20 


REPRESENTED NATIONALLY BY 
HENRY I. CHRISTAL COMPANY 


WGY:: 


A GENERAL ELECTRIC STATION 
ALBANY + SCHENECTADY + TROY 
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adjacencies 





Rep 


Pierce (Pete) H. Foster joined 
the New York sales staff of Edward 
Petry & Co., Inc., moving to the 
representative from the New York 
office of WGN, Inc. He was pre- 
viously with Adam Young, Inc., and, 
before that, was a timebuyer at 
Dancer-Fitzgerald-Sample. 

Kenneth W. Pierce has joined the 
Chicago television sales staff of the 





MR. PIERCE 


Katz Agency, Inc. He has held posi- 
tions with several other representa- 
tives, most recently with Metropoli- 
tan Broadcasting Co. in Chicago. 


At the Katz Agency New York 


television office Leonard C. Warager 
has joined the sales staff. He was 





Report 





MR. WARAGER 


formerly an account executive at 
WwABc-Tv and before that sales man- 
ager, northeastern division, Inde- 
pendent Television Corp. 


Boyd A. Rippey has been named 
account executive in the San Fran- 
cisco office of Torbet, Allen & Crane, 
Inc. He was previously Pacific Coast 
manager of Weed Tv and Weed 


Radio Corp. 


Warren A. Shuman has been ap- 
pointed general manager of Tele- 
Radio & Tv Sales, Inc., New York, 
a recently organized firm specializ- 
ing in the sales and representation of 
Spanish-language tv and radio sta- 
tions in the United States and 
Mexico. 





Spot (Continued from page 52) 


FLAGG BROS. SHOE STORES 


(Savage, Stanford, Hamilton & Kerr, 
Inc., Nashville) 


A small group of selected markets 
reportedly get new schedules for this 
chain of men’s shoe stores at the middle 
of the month, with the placements in 
male-audience time periods running 13 
weeks. Account executive John M. 
Savage is the contact. 


GENERAL FOODS CORP. 
(Young & Rubicam, Inc., N. Y.) 


Next week sees a four-week drive get under 
way for this company’s answer to Lever’s 
Mrs. Butterworth’s Syrup. Schedules of 
night minutes and 20’s in 33 markets run 
for COUNTRY KITCHEN, with Hoagy 
Carmichael singing a catchy jingle in the 
filmed spots. Ann Jacknowitz is the 
timebuyer. 


GENERAL MILLS, INC. 
(D-F-S, New York) 


Shortly after the first of this month, 


RED BAND flour got new schedules of 
minutes under way in a small group of 
markets in its regional territory. 

The placements run until just before 
Christmas. John LaCroix and Don Dowd 
are the buying contacts. 


HOBART MFG. CO. 
(Buchen Adv., Inc., Chicago, 


Hitting those families deluged with a 
mountain of dirty dishes after the 
Thanksgiving Day dinner, this appliance 
maker plans a one-day campaign on Nov. 23 
for its automatic dishwashers. Filmed 
minutes and 20’s in a select group of major 
markets will be used. Bernadette Milan is 
the timebuyer. 


LANVIN PARFUMS, INC. 
(North Adv., Inc., N. Y.) 


Following up the word here last Aug. 7 that 
the perfume company would return as 
usual for its holiday-gift drive, ARPEGE 
and MY SIN get schedules of prime 20’s 
and ID’s under way immediately after 
Thanksgiving for four weeks. Frequencies 
will be heavy and will cover 25-30 markets. 
Media buyer Barbara Swedeen is the 
contact, 
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PO Se eae 
hen competition between  sta- 
tions becomes most keen, as in 

a two-station market, what effect does 

all the promotion effort by stations 

have on a buyer? 

Otis Hutchins, timebuyer at Mc- 
Cann-Marschalk, has some definite 
opinions on the subject of promotions 
and media relations in general. 

“Those multi-color graphs ‘proving’ 
that a station is number one in the 
market are not very useful,” said Mr. 
Hutchins, who buys on Tidy House 
products and others. “The results 
might be based on one service, while 
this agency might prefer another. 
Also, we are rarely buying right away 
on the station; by the time we get 
around to that market the information 
could be completely out of date. 

“The most valuable type of promo- 
tion is the market-data folder which 
is as much a market pitch as it is a 
station pitch. This has informative 
source material such as number of 
households, which is much more help- 


LIBERTY MUTUAL 
INSURANCE CO. 


(BBDO, New York) 


A large-scale print advertiser with its 
recent “If only I hadn’t—” campaign and 
others for careless drivers, this automobile 
insurance firm at the first of the month 
kicked off a test spot campaign in seven 
markets (New York, Buffalo and others) 
throughout New York state. Filmed 20's 
and ID’s were set for brief runs of a 

few weeks duration, Mal Murray is 

the timebuyer. 


LIGGETT & MYERS 
(J. Walter Thompson Co., N. Y.) 


L&M cigarettes, which moved to JWT from 
another agency in September, this month 
kicked off new placements of filmed 
minutes, 20’s and ID’s in more than a dozen 
major markets. The schedules run until 
year-end. Gordon Johns and Carrie 
Senatore are the timebuyers. 


LION PACKAGING 
PRODUCTS CO. 


(direct; Hicksville, N. Y.) 


For its SNAP-OFF plastic bags, this 
company set schedules late last month in 

17 markets, using filmed minutes for six 
weeks. Stations and markets bought are 
WBKB Chicago, WFIL-TV Philadelphia, 
wsBkK-Tv Detroit, wrvt Florida, KPTV 
Portland (Ore.), KTvw Seattle, KBTV 
Denver, KTvT Fort Worth, WEHT-TV 
Evansville, wKJG-Tv Ft. Wayne, KMSP-TV 
Minneapolis, woAu-Tv Scranton, KATV Little 


OTIS HUTCHINS 


1} 


ful than the size of audience.” 

In a two-station market the question 
of promotion becomes more vital and 
some times more confusing for the 
buyer, according to Mr. Hutchins. 

“The type of audience that a station 
has is most important to know,” he 
said, “but the stations don’t supply 
that information too often. The only 
thing they might promote is their 
image, but sometimes this isn’t even 
too much help. For instance, in a two- 
station market, one station will supply 





Rock, KxyB-TV Fargo, WGAN-Tv Portland, 
(Me.), KoNA-TV Honolulu and wrtc-tTv 
Washington, D. C. Executive sales director 
Martin S. Wohl is the contact. 


MILES LABORATORIES, INC. 
(Wade Adv., Inc., Chicago) 


Reportedly having found itself with 
additional funds for the 61 budget, 
ALKA-SELTZER and ONE-A-DAY 
vitamins picked up additional markets early 
this month for schedules running until the 
end of the year. Filmed minutes in non- 
prime night slots are used in both the new 
major and secondary national areas. Andy 
Anderson is the timebuyer. 


MOGEN DAVID WINE CORP. 
(Edward H. Weiss & Co., Chicago) 


Following up the report here Sept. 4 on 
MOGEN DAVID wine’s holiday activity, 
the product starts a new six-week campaign 
Nov. 23 in 50 top markets. Nighttime 
minutes are employed. Phil Kaplan is the 
timebuyer. 


MOULI MFG. CORP.; 
VARCO, INC. 


(Mohr & Eicoff, Inc., N. Y. & 
Chicago) 


Recently appointing the M&E agency to its 
account, this manufacturer and importer 
of French kitchen appliances—graters, 
shredders, electric blenders and so on— 
reportedly intends to use four-to-six 
90-minute “specials” in some 60 key 
markets next year. The agency is seeking 
French-angled motion pictures, or perhaps 
a light-touch documentary about life in 
France, in which to place commercials 





you with pictures of its mobile unit 
outside a hospital, or with letters from 
the Chamber of Commerce; but if we 
call the other station, chances are it 
can give us an equal number of letters 
proving its community spirit. 

“One may get a higher rating one 
month, the other will. get it the next 
month. Unfortunately, you may end 
up relying on the one that the local 
distributor favors. Occasionally—it’s 
impossible to tell to what degree—the 
buyer’s personal preference enters in. 

“To add to the confusion,” added 
Mr. Hutchins, “there are frequent 
changes in station managers. Today’s 
salesman is tomorrow’s general man- 
ager, and by the same token today’s 
timebuyer is tomorrow’s media direc- 
tor. Neither side—buying or selling 
can show favoritism.” 

Mr. Hutchins came to McCann- 
Marschalk nearly two years ago from 
Doyle Dane Bernbach, where he had 
been since 1956, A graduate of Col- 
gate, he lives in Ossining, N. Y., but 
will move nearer New York after his 
marriage next spring. 








WSUN-TV 
DELIVERS THE 
TOP 
PROGRAMMING 


OF 
UNDUPLICATED 
ABC 





TO 214,000* TV HOMES DAILY 
IN THE NATION’S 31st MARKET! 


Package this with the lowest cost 
per thousand and you get a DOMI- 
NANT BUY in ac DOMINANT MARKET! 





*TV Mag., Jan "61 





TAMPA - ST. PETERSBURG 
CHANNEL 38 





Natl. Rep: VENARD, RINTOUL & McCONNELL 


S.E. Rep: JAMES S. AYERS 
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STORY 

WTRF-TV © soar 
FOR SALE: Original oil 
Painting by Rembrandt. 


Never sold, copied or hung. 
Sealed bids now being ac- 
cepted for this collector's 


"s del”? Canvas. A. - of Rome 
atte onde said: ‘Fantastico!" P. M. of 
Paris said ‘Magnifique!"' Write Joe Rem- 


brandt 

wtrf-tv Wheeling 
PRISONER TO FELLOW INMATE: “I was 
making big money—about a quarter of an 
inch too big!" 

Wheeling wirf-tv 
JUDGE: "You say you want a divorce on the 
grounds that your husband is careless about 
his appearance?" 


CLAIMANT: "Yes, he hasn't showed up in 
two years!" 

wtrf-tv Wheeling 
SIGN at Three Gaynors Bottleneck Bar: 


“Avoid the rush .- get your Christmas 
drinking done early!" 

Wheeling wtrf-tv 
CHAMPAGNING? Sylvia Dieges of Glass 
Containers Institute says they have a cam- 
paign underway to call the cocktail party a 
“glass reunion." Make mine champagne, the 
wrath of grapes, and I'll get the ‘glass’ 
spirit. 


wtrf-tv Wheeling 

ENGLISH SOLDIERS and a ies G. |. were 
playing poker when the Texan drew four 
aces. The Englishman on his “— opened, 
“One pound." “Ah don't know how you all 
count your money, but Ah'll raise you a ton," 
said the Texan. 

Wheeling wirf-tv 
SEVEN SELLS! . . . and that means the 
big, buying TV audience in the Wheeling- 
Steubenville Industrial Ohio Valley gets your 
message from WTRF-TV Wheeling. Let Seven 
Sell your next advertising campaign . 
just ask our rep, George P. Hollingbery for 
the specifics. Merchandising? You bet! 


CHANNEL 


WHEELING, 


SEVEN WEST VIRGINIA 








emphasizing French cooking, joie de vivre 
and the MOULI and MOULINEX 
appliances. The kick-off program is slated 
for New York early next February. Buying 
will probably be handled from both the 
New York and Chicago offices of the 
agency. 


PAPER-MATE CO., INC. 


(Foote, Cone & Belding, Inc., 
Chicago) 

Returning to spot for a pre-Christmas 
campaign, PAPER-MATE pens move into 
prime-time periods on Dec. 3 for three weeks 
of filmed minutes, 30’s, 20’s and ID’s in 
heavy frequencies. Approximately the 

top 40 markets will be used. Pat Chambers 
is the timebuyer. 


PHARMACRAFT CORP. 
(Papert, Koenig, Lois, Inc., N. Y.) 


Slight activity was reported for this firm’s 
COLDENE product, with supplementary 
spots going into a few areas at the first of 
the month. Prime-time ID’s are used 
through the cold-weather period. Carol 
Lewis is the timebuyer. 


PHILIP MORRIS, INC. 


(Leo Burnett Co., Inc., Chicago) 

At the first of the month, MARLBORO 
began some very brief placements of filmed 
minutes in nighttime slots in a small group 
of selected markets. Jon F. Ruby is the 
media buyer. 





INTEGRITY. » » broadcast standards 


that are even higher than the NAB Code 
have been the policy of San Francisco’s 


KTVU since 


ts first telecast 
of 1958. Sponsors 


March 
are assured that there 


will be no over-commercialization, no 
triple spotting and no product conflicts 


on KTVU- 


the y 


their money wit 


These 


everyone. 


’ 
Ie 
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eceive a clean run for 


same r card for 
ards have earned 


Ps) 
ata 


ate 


for KTVU a reputation for integrity and 


enabled adver 


tisers to 


obtain greater 


effectiveness and impact for their 
commercial messages on this station. 


The Nation’s LEADING 
Independent TV Station. 


KT Wy 


CHANNEL 


SAN FRANCISCO +» OAKLAND 
Oakland 7, California 


56 November 13, 1961, Television 


Call H-R Television for the complete 
story of San Francisco’s KTVU, and 
for excellent availabilities. 











Personals 


LEONARD SOGLIO and MORT REINER, 


who have held tvy-radio timebuyer 


titles at Hicks & Greist, Inc., New 
York, were raised to broadcast 
media supervisors. Mr. Reiner has 


been with the agency since 1958; 
Mr. Soglio moved from Ted Bates 


to H&G in 1959, 

PIERRE BENNERUP moved up from 
the research department to the posi- 
tion of time buyer at Compton Ad- 
vertising, Inc., buying on premium 
Duz and El Producto cigars. 

ABBOTT DAVIS, formerly with Knox 
Reev es - New 
joined the Minneapolis office of Knox 


Fitzgerald, Orleans, 
Reeves as a media supervisor. 


BILL WILLIS was named media 
buyer at Dancer-Fitzgerald-Sample, 
replacing JOHN FENTON, who, it was 
Sept. 4, 
moved up to assistant account execu- 
tive. Mr. Willis will buy on P&G’s 
White Cloud and Puffs. 


Also at D-F-S pick KROEGER will 


noted in TELEVISION AGE, 


assist Mr. Willis on the above prod- 
He was previously at BBDO. 
RICHARD A. BOEGE, formerly media 
director of D-F-S, New York, moved 
McCann-Erickson, 


ucts. 


to Portland, as 


media director. 
ED SULKY, 


former Coty buyer at 


D-F-S, is no longer at the agency. 











PROCTER & GAMBLE CO. 
(Compton Adv., N.Y.) 


Moving in last week with a heavy campaign 
of minutes for DUNCAN HINES cake 
mixes, P&G blanketed the country’s major 
markets. The schedules, as customary, are 
set to run through the “contract year.” 
Doug McMullen and Dick Brown are the 
buying contacts. 


Inc., 


SALADA-SHIRRIFF-HORSEY, 
INC, 

(Cunningham & Walsh, Inc., N.Y.) 
Having acquired this food firm’s account 
early this fall, the agency moved quickly to 
return JUNKET RENNET custards to spot, 
with placements of mostly daytime minutes 
in more than a dozen markets set to run for 
an indefinite period. Kick-off dates were 
staggered at the end of October and early 
November. Stuart Brown is the timebuyer. 


SCOTT PAPER CO. 


(J. Walter Thompson Co., N. Y.) 


The first in the field to come forth with an 
“improved” pop-up tissue now that Kleenex’ 
copyright on the gimmick has expired, 
new-pack SCOTTIES are being introduced 





















via a heavy schedule on night and daytime 


network tv. Spot appears out of the current 


picture, although another and strictly 
regional product made by the company 
recently began some schedules in a few 
markets for an eight-week campaign. 
Joan Ashley is the timebuyer. 


SOUTHWESTERN BELL 
TELEPHONE CO. 


(Gardner Adv. Co., Inc., St. Louis) 


At issue date and later this month, this 
phone firm begins about four weeks 

of minutes and 20’s in a handful of 
major markets throughout its area. The 
Christmas-time promotion is centered on 
such themes as “call relatives on the 
holidays,” “give teen-agers their own 
extension,” etc. Assistant media super- 
visor Don Willenburg is the contact. 


E. R. SQUIBB & SONS, Div. 
Olin Mathieson Chemical Corp. 
(Donahue & Coe, Inc., N. Y.) 


For its VIGRAN brand of vitamins, this 
firm late last month opened up a spot drive 
of filmed minutes in night and day slots in 
a dozen markets. The schedules continue 
for 13 weeks. Harry Durando is the 
timebuyer. 


E. R. SQUIBB & SONS, Div. 
Olin Mathieson Chemical Corp. 
(Doyle Dane Bernbach, Inc., N. Y.) 


This past June, SQUIBB toothbrushes 


(“angled like a dentist’s mirror”) began a 
spot test effort in Philadelphia. A filmed 
minute—allowing local dealers to tag on 
credits—just began the third in a series of 
flights of three-to-four weeks’ duration. The 
company has not decided on a cut-off date, 
it is reported, preferring to play the 
campaign by ear at this point, with future 
expansion plans hinging on the test results. 
Jeanne Jaffe is the timebuying contact. 


SUPREME BAKERS 
(George H. Hartman Co., Chicago) 


Additional activity to that reported here 
Sept. 18 was on at press time for this firm’s 
crackers and cookies, with approximately 
20 markets lined up for three-to-five-week 
runs from start dates scattered over the 
latter half of this month. Daytime and 
prime night 20’s are used. Audrey Thorelius 
is the timebuyer. 


TRANSOGRAM, INC. 


(Mogul Williams & Saylor, Inc., 
N.Y.) 
Before the powerful Christmas campaign 
for this toymaker swings into its final 
weeks, a small number of top markets are 
being lined up for a post-holiday campaign. 
Kid-show minutes will start late in January 
for 10 weeks or longer, depending on the 
areas. Joyce Peters is the buying contact. 
(Continued on page 61) 





New Station 
KMED-TV Medford, Ore. (channel 
10), began operation Oct. 3. ERP 
28.2 kw video, 14.13 kw audio. An- 
tenna height: 587 feet above average 
terrain. Hour rate: $200. Representa- 
tive: Meeker Co. 


Station Changes 

KALA Honolulu changed power to 
29.8 kw visual, 16.4 kw aural. 

KLIX-Tv Twin Falls, Idaho, changed 
facilities to 274 kw visual, 124 kw 
aural, 1,060 feet above average ter- 
rain. 

witn Washington-Greenville, N. C., 
began telecasting from its new 1,470 
foot tower, effective Oct. 21. The 
transmitter is 295 kw visual, 148 kw 
audio. 

wPRo-Tv Providence began tele- 
casting from its new tower in Re- 
hoboth, Mass., Oct. 27. As well as 
the relocation of the tower, the sta- 
tion has a newly installed transmit- 
ter and antenna, 


New Representative 
wvuE New Orleans has named 
Edward Petry & Co. as its national 
sales representative, effective Nov. 1. 





Buyer’s Check List 


Rate Increases 

ABC: 

wstw Florence, S. C. (secondary 
afhliate) from $450 to $500, effective 
Oct. 15. 
CBS: 

KFBc-TV Cheyenne, from $200 to 
$225, effective Oct. 15. 

Ksyp-tv Wichita Falls, Tex., from 
$400 to $425, effective Nov. 1. 

KxMmc-TV Minot, N. D., from $150 
to $175, effective Nov. 1. 

wetw Florence, S. C., from $450 
to $500, effective Oct. 15. 

wcau-tv Philadelphia, from $3,500 
to $3,800, effective Nov. 15. 

wpso-Tv Orlando, from $600 to 
$625, effective Nov. 1. 

wsBK-TV Detroit, from $3,000 to 
$3,100, effective Nov. 1. 

WTOK-TV Meridian, Miss., from 
$375 to $425, effective Nov. 1. 

wtvy Miami, from $1,350 to $1,- 
400, effective Oct. 15. 

wtvt Tampa, from $1,025 to $1,- 
100, effective Nov. 1. 
NBC: 

KPAC-TV Beaumont-Port Arthur, 
from $400 to $510, effective May 1. 

wics Springfield, Ill, from $250 
to $325, effective May 1. 

wesp-Tv Paducah, Ky., from $425 
to $525, effective May 1. 
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ARB City-by-City Ratings, September 


ATLANTA 
3-Station Report 
(three-week ratings) 
TOP SYNDICATED FILMS 


























Death Valley Days (U.S. Borax) 
WOR-EU Mem. FT wcccccsccccsccccccccccces 25 
Divorce Court (Storer) WaGA-TV Mon. 8 ...20 
Whirlybirés* (CBS) wsp-rv Wed. 7 over dl 
Huckleberry Hound (Screen Gems) 
wss-tvy Thu. 6 ..... cecee 
Sea Hunt (Ziv-UA) wsp-tv Fri. 7 
The Third Man (NTA) waca-Tv Sat. 
Deputy Dawg (CBS) wsp-rv Wed. 6 
Manhunt* (Screen Gems) wss-tTvy Wed 
Popeye (King, UAA) wss-tv M-F 5 
Yogi Bear (Screen Gems) wsBp-Tvy Mon. 6 ..14 
Quick Draw McGraw (Screen Gems) 
Se TU. BD cceccctscecsccceses 14 
The Brothers Brannagan* (CBS) 
WER-SE FTO FT cccacccscccccsccccccccse 14 
Highway Patrol* (Ziv-UA) wss-Tv Thu. 10:30 14 
Pioneers (Crosby/Brown) waGa-Tv Tue. 7 ..13 
TOP FEATURE FILMS 
Movie Masterpiece WAGA-TV Sun. 5:30-7 ....16 
Suspicion WAGA-TV Thu. 7:30-8:3 
Big Movie* WAGA-TV Sat. 11-1:15 a.m. ....12 
Matinee* wsB-TvV Sun. 3:45-5 ..........-: 11 
Movie* waGa-Tv Fri. 8:30-10:30 .......... 10 
TOP NETWORK SHOWS 
Gunsmoke*® WAGA-TV ......see0: 
The Real McCoys WLW-A ......... 
The Flintstones WLw-a ves 
Have Gun, Will Travel* waGa-TVv 
77 Sunset Strip wWLWw-a 
BerteaRe © WEAPRA cececccceseccceces 
Deputy* WSB-TV evesdcecoce 
Miss America Pageant* WAGA-TV 
My Three Sons* WLW-A ...... 
Dennis the Menace WAGA-TV 
Hawaiian Eye/Connie Francis wLw 
» 7 7 
NEW ORLEANS 
3-Station Report 
(three-week ratings) 
TOP SYNDICATED FILMS 
Death Valley Days* (U.S. Borax) 
Se DD cccweccanvecccesecs 
Nightcourt* (Banner) wwi-Tv Tue. 8 ......24 
How to Marry a Millionaire (NTA) 
wwL-tv Fri. 10 Seeseccecccccsccsceseee 
Death Valley Days* (U.S. Borax) 
weeu-tv Wem. 6:30 .cccccccces -22 
Two Faces West (Sereen Gems) 
weeu-tt Web. © ..ccccccces -22 
Lock Uv (Ziv-UA) wwi-Tv Fri. 22 
Three Stooges (Screen Gems) 
weeu-Tv Sun. 9:30 @.m. .....0.- ccccccae 
Yogi Bear (Sereen Gems) wosu-Ty Mon. 5 21 
Mantovani* (NTA) wopsvu-Ty Fri. 6:30 21 
Trackdown (CBS) wpsvu-Tv Sat. 6 21 
Blue Angels* (NBC) wwt-tv Fri. 
TDD eo ccwccccecetescccccccececes 20 
Huckleberry Hound (Screen Gems) 
wosu-Tv Thu. 5 .......... ‘ ceocccecll 


Amos ‘n’ Andy (CBS) wosu-tv Fri. 10:30 19 


TOP FEATURE FILMS 


Patio Playhouse wpsu-Tv Wed. 9:30-11 ....16 
Big Movie wwt-Tv Sat. 10:15-1:15 a.m. ..16 
Sunday Spectacular WwL-TV 

Gum. BOsES-38 mls. ..cccccces cecieesewac 15 
Big Movie wwL-Tv Fri. 10:45-12:45 a.m 13 
Studio 6 wpsu-Tv Sat. 10:15-12:15 a.m 13 


TOP NETWORK SHOWS 
Marx* WDSU-TV ecccccececcecel 
Bishop* WDsU-TV 
WDSU-TV 
Mystery / Bonanza 
Night at the 


Groucho 
Joey 
Bonanza 









Sunday WDSU-TV 


Saturday Movies* WDsvU-TV 








Tell Miah WEGUREY ccc ccccccccsccccccsccl 
Tales of Wells Fargo/The Price Is Right 
WDBU-TV ccc ccccccccccccccccccccccescces 3 
Laramie WDSU-TV ......- 

Wagon Train WDsU-TV . a 

Alfred Hitchcock Presents WwDsuU-TV 

Sees TS Te Be” WORE ccccccvccccccet 
*Indicates programming changes during four-week 


period 
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BALTIMORE 
3-Station Report 
(three-week ratings) 


TOP SYNDICATED FILMS 














Sea Hunt* (Ziv-UA) weat-tv Thu. 10:30 ..23 
Shotgun Slade (MCA) wMar-tTv Sat. 7 -15 
The Brothers Brannagan (CBS) 
WEAESS Thm, TBO cccccccccccccecccceces 14 
Manhunt (Screen Gems) wsz-tTv Thu. 10:30 13 
Popeye* (King, UAA) wsz-tTv Sat. 
& Sun 4:30 Sccesececesecescocece 13 
Blue Angels (NBC) weat-tTv Tue. 7 ...... 11 
Death Valley Days (U.S. Borax) 
WBAL-TvV Wed. 7 .... So eereresecccere 11 
San Francisco Beat* (CBS) 
WERAB-SU Dee, B2B0 cc cvccccddccccccvcer 10 
Whirlybirds* (CBS) wmar-tv Wed. 6:30 .. 9 
Play of the Week (NTA) wepaL-Ty Sat. 9:30 9 
Yogi Bear (Screen Gems) wsz-Tv Mon. 7 s 
Highway Patrol (Ziv-UA) wMar-tv M-F 6 .. 8 
Popeye* (King, UAA) wusz-tv Sat. 3:45 8 
Divorce Court (Storer) wWMaR-Tv Sat. 6 8 
TOP FEATURE FILMS 
Big Movie of the Week* WMAR-TV 
Bee. BOSSO-B GM. occcccvcccecesccccs 22 
Films of the Fifties WMAR-TV 
Fri. 11:15-1:15 a.m eceeecccescccses 15 
Shirley Temple Film* wMar-Tv Sun. 1-2:45 12 
Five O'Clock Show wBaL-tv Tue. 5-6:30 ...11 
Theatre*’ wWMAR-Tv Sun. 3-4 ...... -1l 
TOP NETWORK SHOWS 
Gunsmoke/ Miss America Pageant wWMAR-TV ..43 
ee “SND own. nod cdssecccec 32 
Have Gun, Will Travel/Miss America 
St ne. chee oe A eee tert 30 
77 Sunset Strip* wsz-Tv ..... onéveneewe 
My These Gens WIS-TE .cccccccccces 30 
The Real McCoys wWsz-TV ...... 30 
Groucho Marx* WBAL-TV .... covsccescesae 
Hawaiian Eye* wWdJz-TV ..... 
Surfside 6 WJZ-TV .........-05- 
The Flintstones* wsz-TVv 
SAN FRANCISCO 
4-Station Report 
(three-week ratings) 
TOP SYNDICATED FILMS 
The Third Man* (NTA) kKprx Sat. 10:30 ..21 
Divorce Court (Storer) KRON-Tv Sat. 6 ....20 
Sea Hunt (Ziy-UA) KRON-TV Tue. 7 ......16 
You Asked for It (Crosby /Brown) 
SEU The FT ccccccccccccnccssceseeccesses 16 
San Francisco Beat (CBS) kKpix Sat. 7 ....16 
M Squad (MCA) KPIX Tue 7 .....cccccccces 15 
Yogi Bear (Screen Gems) KTVU Mon. 6:30 ..14 
Manhunt (Screen Gems) KRON-TV Tue. 6:30 14 
Huckleberry Hound (Screen Gems) 
SOU WE. S288 ccscccccascccesecccscces 14 
Quick Draw McGraw (Screen Gems) 
KTvu Thu. 6:30 ....... ceeeescesecoces 14 
State Trooper (MCA) kKTvu Thu. 7:30 .13 
This Man Dawson* (Ziv-UA) 
MOREE TEM. BOBS ccacccscvscccccecces 13 
Cannonball (ITC) KTvu Mon. 7 .......... 12 
Honeymooners* (CBS) KRON-TV Mon. 10 ..12 
Best of the Post (ITC) kKRON-TV Wed. 7 ..12 
Highway Patrol (Ziv-UA) kKTvu Thu. 8 ....12 


TOP FEATURE FILMS 





















Picture* KPrx Sun. 12-1:30 wie 10 
Shirley Temple Theatre KTvu Sun. 4 9 
Premiere KTVU Sun. 7-9:45 ........eeee0% 8 
Big Movie* Kprx Sat. 11:15-1: a.m 8 
Best of Hollywood* Keo-rv Sun. 2-3 7 
TOP NETWORK SHOWS 

Geet BPE ccccwccceseccccseecevese 32 
Have Gun, Will Travel KPIx 28 
Perry Mason KPIX .......... 
Checkmate/Defenders KPIX 

Wagen Tralm BRON-TV .nccccccccccccces 
The Price Is Right/Joey Bishop KRON-TV 
- The Real McCoys KGo-TV 


Miss America Pageant* kK 
To Tell the Truth Eprx 





Alfred Hitchcock Presents KRON-TV ........ 
My Three Sons KGO-TV .. 

Groucho Marx* KRON-TV 3 
The Wiletstemnes MOOT .ccccccccsccsecss 23 
ee A eee 23 





1961 


DALLAS-FT. WORTH 
4-Station Report 
(three-week ratings) 


TOP SYNDICATED FILMS 



























1. Two Faces West* (Screen Gems) 

WBAP-TvY Thu. 9:30 4 
2. Main Event* (PTI) weap-tTv Mon. 9:30 15 
2. Tombstone Territory* (Ziy-UA) 

KRLD-TV Wed. 8 eeecresecessoesece 15 
3. Deputy Dawg* (CBS) wraa-tv Sun. 4:30 14 
1. Quick Draw McGraw (Screen Gems) 

OP. Te D> ands cdccsceveecccossccccsass 13 
4. Rough Riders* (Ziv-UA) wraa-tv Tue. 9 13 
4. Two Faces West* Screen Gems) 

WEAPHRY Wel. O cccccccccccesecesseseces 13 
4. Life of Riley* (NBC) wraa-tv Sun. 4 13 
5. The Brothers Brannagan (CBS) 

WEARS FEB. O20 wcccccecececvccsceses 12 
6. Three Stooges (Screen Gems) KTVT M-F 5 11 
6. Huckleberry Hound (Screen Gems) 

KTvT Thu. 6 ccaceececcccececcese 11 
7. Yogi Bear (Sereen Gems) KTVT Mon. 6 10 
7. Victory at Sea* (NBC) wseap-tv Sat. 9:30 10 
7. Leck Up (Ziv-UA) wraa-tv Sun. 9:30 10 
8. Sea Hunt (Ziv-UA) krvr Thu. 7:30 8 
8. Divorce Court (Storer) KTvr Thu. 8 8 

TOP FEATURE FILMS 
1. Channel 4 Movietime* KRLD-TV 

DOR. - SOSSR-BS. Gc cewenscusscccccsceas 13 

Family Showtime* kKTvTr Wed. 7-9 .10 

Movie* KRLD-TV Sun. 1:30-3 ..... -10 
3. Paramount Premiere Krvr Wed. $-11 9 
4. Films of the Fifties Krvr Fri. 9-11 8 

TOP NETWORK SHOWS 
1. Gunsmoke* KRLD-TV ......... es oe -41 
2. Have Gun, Will Travel* KRLD-TYy 3 
3. The Real McCoys WFAA-TV ...... 
4. Miss America Pageant* KRLD-TY 
5. My Three Sons WFAA-TV ...... 
5. What’s My Line KRLD-TY 
6. Surfside 6 WFAA-TY 
6. Wagon Train WBAP-TV ..... 
7. Donna Reed Show wWPraa-TVv 
8. To Tell the Truth KRLp-TVv 
S. Ge SUUMONY cavodosacncnevaededs 
8. The Flintstones wFraa-TV 
SB TN ncccvastnecendes 
PHILADELPHIA 
3-Station Report 
(three-week ratings) 
TOP SYNDICATED FILMS 
1. Shotgun Slade* (MCA) wrov-tv Thu. 10:30 18 
2. The Third Man* (NTA) wFIL-TV Tue. 10:30 15 
2. Popeye* (King, UAA) wrFiL-tTv Sat. 3 15 

Sea Hunt (Ziv-UA) woau-Tv Sat. 7 ......15 
3. Main Evert* (PTI) wrev-rv Mon. 10:30 14 
4. The Brothers Brannagan (CBS) 

Se: Gs. FE Seccnte reds acdvanscvcs 12 
5. Lock Up (Ziv-UA) wrov-Tv Tue. 7 ....... 11 
5. Case of the Dangerous Robin* (Ziy-UA) 

WHOV-EU Bak. BOSBO wccccncccessssecsoce 11 
5. Medic* (NBC) writ-Tv Sun. 5:30 ....... 11 
6. Death Valley Days (US Borax) 

WRrov-Tv Mon. 7 ...ccece0 eee 10 
6. Huckleberry Hound* (Screen Gems) 

wrev-Ttv Thu. 7 ivtgeeneepes Tr 10 
6. Yogi Bear (Screen Gems) wrov-tv Fri. 7 10 
7. Popeye (King, UAA) writ-tv M-F 6 ...... 9 
7. Ramar of the Jungle (ITC) 

WFIL-TV Sat. 10 a.m nse Geen csenenece 9 
7. Victory at Sea* (NBC) wrov-tv Sun. 6:30 9 
7. Best of the Post (ITC) writ-Tv Sun. 7 9 

TOP FEATURE FILMS 
1. Late Show* woau-Tv Sat. 11:15-1 a.m. -19 
2. Late Show woau-Tv Fri. 11:15-1 a.m. 13 
3. Early Show wcavu-Tv Mon -7 -10 
3. Early Show woavu-tv Tue. 5 seccaves 10 
3. Early Show wecau-tTv Thu. 5:30-7 ........ 10 
3. Early Show woau-Tv Fri. 5:30-7 ....... 10 

TOP NETWORK SHOWS 
Rh. Bip Theee Gems WHMeETV ccc cccccccccccceed 
2. The Real McCoys WFIL-TV .......... . 36 
3. The Flintstones WFIL-TV ........---205+- 35 
3. Miss America Pageant* WOAU-TV ..........4 35 
6. Garfaidn 6 WUTREV wc ccccccccccccccccees 34 
4. 77 Gumect Sivip WRMeTH ccccccccscess 34 
5. Have Gun, Will Travel WCAU-TV ......... 33 
6. The Untouchables WFIL-TV .........0005- 32 
7. Donna Reed Show WFIL-TV ..........se0. 30 
SG. Peay Te WONG ceccncccccesaceus 27 
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The new wiic Pittsburgh eommuitir neilis zes a 12-by- 16 foot tv set with a 



































turntable which revolves, making it possible for the station to carry a combina- 
tion of promotional messages at once. The present line-up of panels calls for 


one public-service message, one program promotion and a general station 


promotion. The panels can also be moved to make a stage within the tv set for | 


live showings. The over-all size of the spectacular is 60 feet long by 27 feet high. 


Be sure your cards and 
packages are signed, sealed 
and delivered with 


CHRISTMAS 
SEALS 
TO FIGHT TB 


ANSWER YOUR CHRISTMAS 
SEAL LETTER TODAY 





ONE TV STATION 
(KMSO-TV) 
COVERS ALL OF 
WESTERN MONTANA 

SERVES 7 CITIES 


* MISSOULA 
* BUTTE 

* ANACONDA 
* DEER LODGE 
* HELENA 

* HAMILTON 
* KALISPELL 






60,100 (a 
TV HOMES 


A, MONTAP 


National Representatives 


THE BOLLING CO. 

















Mass Taste Lag 


“Little has been done to de- 
velop a sound theory of the 
underlying factors that cause 
and determine consumer taste 
preferences,” says Walter P. 
Margulies, president of Lippin- 
cott and Margulies, Inc. 

The authority on design and 
marketing criticised the broad 
assumptions about mass taste 
which block real product 
progress. 

“Marketing planners, as a 
rule, are interested not so much 
in discovering the basic factors 
that influence the average buy- 
er’s decisions as in finding out 
consumer reactions to a specific 
product, package design or 
colors,” he said. 

Mr. Margulies outlined areas 
where prejudices can be over- 
come to improve marketing 
techniques: 

All mass taste is not bad; all 
class taste is not good; the pub- 
lic is not necessarily hostile to 
big business. 
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Agency Adds 


Robert A. Johans has joined 
Gardner Advertising, St. Louis, as a 
tv-radio producer. He was formerly 
a freelance artist and copywriter, 
and comes to Gardner from Roman 
Advertising Co. 

William F. Craig, a former exec- 
utive with Procter & Gamble Pro- 
ductions, has joined the tv-radio de- 


MR, CRAIG 


partment of Young & Rubicam, Inc. 
He will be a group supervisor on a 
number of major accounts. 

Milton E. Stanson has been ap- 
pointed vice president in charge of 
television and merchandising at the 


MR. STANSON 


Zlowe Co., Inc. He was previously 
merchandising director of Hicks & 
Greist. 

Stanley Rogers has been named 
tv-radio copy supervisor in the Pitts- 
burgh office of Fuller & Smith & 
Ross. 

Richard duB. Eckler has joined 
the creative staff of Leon Shaffer Gol- 
nick Advertising, Baltimore. He has 
previously worked as a producer-di- 
rector for both the NBC and Du 
Mont networks in New York, and 
has been associated with Young & 
Rubicam and C, J. LaRoche in the 
same city. 
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Source Book 
of 

TV Success 
Stories 
Volume Two 


Over 400 case histories 
from every size market, 
demonstrating tv's ability 
to sell! 


Product Groups Include: 


Shoe stores and 
Manufacturers 


Farm Implements and 
Machinery 


Electric Power Companies 
Gas Companies 

Telephone Companies 
Insurance Companies 
Coffee Distributors 

Men’s Clothing Stores 
Cough and Cold Remedies 
Electrical Appliances 

Beer and Ale 

Department Stores 


Restaurants and 
Cafeterias 


Moving and Storage 


Television and 
Radio Receivers 


ONLY $9 00 PER COPY 


Television Age 


1270 Avenue of the Americas 
New York 20, N. Y. 
























































At Ogilvy, Benson & Mather, Inc., 
New York, Madeline Kennedy han- 
dles assistant media buyer duties on 
Pepperidge Farm and Berkshire Knit- 
ting Mills, among others. 


Spot (Continued from page 57) 


WARNER-LAMBERT 
PHARMACEUTICAL CO. 


(Ted Bates & Co., Inc., N. Y.) 


Although ANAHIST has moved strongly to 
network participations in the past year, 
certain areas continue to get spot schedules 
to act as support or to provide additional 
weight. Beginning about issue date, a small 
group of markets reportedly start new runs 
of filmed minutes and 30’s in nighttime 
slots. The placements will continue 13 
weeks. Inquiries for a large-scale campaign 
were understood to have been made at press 
time, but definite commitments had not 
been set. Chet Slaybaugh and Mary Ellis 
are the buying contacts. 


WM. WRIGLEY JR. CO. 


(Arthur Meyerhoff Associates, Inc., 
Chicago) 


The gum firm, which recently was reported 
as intending to rely more heavily on 
minute announcements, while giving up 
some of its 20’s, in the future, set new 


| schedules in a small group of top mairkets 


to kick off at the first of this month for 
short runs until the holidays. Pat Gray is 


| the timebuyer. 








Service Brochure 

To emphasize the dollar 
value of public service broad- 
casting, wsoc-Tv Charlotte, N. 
C. published a brochure, “The 
of One 
Public Service.” 


Story Broadcaster’s 

The 14-page brochure notes 
the station’s 4,500 spots sched- 
uled during the past year, as 
well as its special public affairs 
films. It also explains the sta- 
tion’s policy of directly involv- 
ing the audience in its com- 
munity service programming. 

The programs include those 
on the Negro community, edu- 
cational class-room broadcasts, 
safety and _ discussions by 
groups from the four area col- 
leges. 

















When you buy 


KCTV, SAN ANGELO 


YOU ARE BUYING 
THE FASTEST GROWING 
MARKET IN WEST TEXAS 
© F xc, san ancroo A 

J. HARLEY HUBBARD, GEN. MGR. 


Represented by 
VENARD, RINTOUL & McCONNELL, INC. 








ts 


COLOR TV OWNERS 
RATED A TOP-CLASS MARKET 


A study by Market Facts, Inc. shows the median income of 
Color TV families is $13,123 as against a $5,417 national 
average. That's another dollars-and-cents reason why more 
and more sponsors are moving up to Color TV. What about 
you? Get the full Color picture today from: W. E. Boss, 
| | Director, Color Television Coordination, RCA, 30 Rocke- 
| feller Plaza, New York 20, N. Y., Tel: CO 5-5900 

| | 
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NUMBER 


1 STATION 


IN AMERICA IN FOUR-OR- 
MORE STATION MARKETS. 


July 1961, American Research Bureau | 
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WJBK-TV 
detroit 


A STORER STATION 


NATIONAL REPRESENTATIVE: 
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STORER TELEVISION 
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David E. Guerrant (above) has been 
elected president of MacFarland, Ave- 
yard & Co., Chicago. He recently re- 
signed as president of John W. Shaw 
Advertising. A. E. Aveyard, who has 
served as president of the agency for 
the past 15 years, will become chair- 
man of the executive committee. 





Gasoline 


petitors—rising grosses and declin- 
ing nets. Its net income in 1960 was 
$391.8 million, up from $354.3 mil- 
lion in 1959 and $311.2 million in 
1958. For the first three quarters of 
1961, profits were up 11 per cent 
over last year’s similar period. 
Having held a powerful advantage 
in being able to use national media 
(with its brand in all 50 states), 
Texaco’s reliance on NBC-TV’s Hunt- 
ley-Brinkley news has spearheaded 
its advertising. While the increased 
cost of the program necessitated an 
alternate-sponsor arrangement with 
Camel cigarettes this season, Texaco 
—after a spring-summer hiatus from 
spot—returned to major markets this 
fall with a new spot drive on a pre- 


(Continued from page 50) 


mium offer that’s become an annual 
gasoline event. “For the year ahead,” 
said a Texaco official, “considering 
that our Huntley-Brinkley contract 
runs through next September, it’s 
safe to say our television investment 
will be as great as that of last year, 
and possibly greater.” 


Gulf Oil Expansion 


Behind Texaco, with about six per 
cent of the domestic market, Gulf 
Oil has moved to expand its distribu- 
tion area to the west coast through 
acquisition of other companies—and, 
at the same time, has heightened its 
use of television to a point more than 


double that of last year. (Gulf’s first- 


six-months tv investments for 196] 
totaled $1.6 million, as compared 
with $1.5 million for all of 1960.) 
In addition to its “instant news” 
contract with NBC-TV whereby the 
network has been guaranteed Gulf 
sponsorship of worthwhile news spe- 
cials, the oil company is backing 
Frank McGee’s Here and How while 
continuing to utilize frequent spot 
schedules in a large list of markets. 
Ranking among the six largest inter- 
national oil concerns, Gulf’s net and 
gross were both down considerably 
in 1959, but rose again last year to 
*58 levels. For the first nine months 
of this year, earnings were $248.9 
million, as compared with $237.9 
million for the. similar period in 


1960. 


Sun Swings to Network 


Primarily a user of spot television 


in previous years (1960 expenditure, | 


$1.8 million), Sun Oil Co. swung 
strongly toward network late this 
year when it began sponsoring ABC- 
TV’s 11 p.m. newscast on a regional 
network basis along the east coast. 
In addition, the company continued 
use of local news, weather and sports 
shows in roughly 20 important mar- 
kets. The network program. buy re- 
portedly extends through the second 
quarter of 1962, with added tv reve- 


nue coming from Sun’s three-market | 


purchase of regional football telecasts 

-a highly popular practice among 
the oil companies. (American, Ohio 
Standard. Speedway, Phillips and 
Mobil are among the other football 
advertisers this season.) 


Sunoco Profits Up 


Sunoco, holding about five per 
cent of the domestic gasoline market 
Atlantic and Great Lakes 
service areas, provides another in- 


from its 


stance of a heavy tv user whose nine- 
month profits for 1961 were up over 
those of 1960's similar period. For 
January-September of this year, Sun 
revenues were $593.2 million and net 
was $38.2 million vs. 1960's nine- 
month gross of $548.0 million and 
net of $34.8 million. 

Phillips Petroleum and Atlantic 
Refining spent nearly equal amounts 
in television both last year and dur- 


ing the first half of this year, al- | 


“We recommend 


the WLW Stations for ad- 


vertising Lestoil Company's 
LESTARE BLEACH because 
they eliminate the complexities 
of today’s time buying with 

their famous Crosley stream- 


lined operation and com- 


plete cooperation.” 
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2. 1960 Tv Billings: 10 Leading Oil Firms 

Network Spot Total 
1. Texaco $11,110,502 $ 537,680 $11,648,182 
2. Standard Oil (N. J.) 347,019 3,170,110 3,517,129 
3. Shell Oil 274,028 2,810,950 3,084,978 
4. Mobil Oil 2,422,170 2,422,170 
5. Standard Oil (Ind.) 448,079 1,724,050 2,172,129 
6. Atlantic Refining 128,480 1,897,080 2,025,560 
7. Phillips Petroleum 244,056 1,634,890 1,878,946 
8. Sun Oil 20,818 1,853,630 1,874,448 
9. Gulf Oil 1,334,609 228,690 1,563,299 
10. Standard Oil (Calif.) 16,125 1,308,300 1,324,425 
Total 13,923,716 17,587,550 31,511,266 

Source: Network—TvB/LNA-BAR; spot—TvB-Rorabaugh. 











though the companies differ greatly 
in size and sales. Phillips, among the 
10 leading domestic oil companies, 
has some 21,000 retail outlets in all 
of the country except the Pacific 
coast and New England areas. At- 
lantic markets its products. through 
8,500 retailers in 17 eastern-seaboard 
states. Phillips’ gross and net income 
figures last year were more than 
double the $561-million gross and 
$46.6-million net of Atlantic. 


Fairly Similar Schedules 


So far as the medium is con- 
cerned, both companies use fairly 
similar schedules of “public-service” 
although the Phillips 
schedule is, not unexpectedly, better 
than twice the size of Atlantic’s and 
more varied in that it includes news, 
weather and sports programs while 
Atlantic concentrates on weathercasts. 
“We embarked on our ‘weather net- 


programs, 


work’ about six years ago,” said an 


Atlantic spokesman, “then added a 
great many markets in 1957 to near 
the total of roughly 40 that we're 
now using.” Currently employing 
service programs in nearly 125 mar- 
kets, Phillips Petroleum plans to pick 
up further areas early next year. 
Both companies report no slackening 
of television effort in 1962, indicat- 
ing continued interest in regional or 
local sports events (Phillips now 
participates in American Football 
League games on ABC-TV, and At- 
alntic had a one-market buy on a 
baseball Game of the Week telecast 
this past summer). 

Among other major investors in 
television this year—and offering po- 
tential for considerable additional 
revenue next year and afterwards— 
are Sinclair Refining Co. and Cities 
Service Co., both of which have been 
relatively light in the medium for 
several years. 

Sinclair, among the eight leading 





11% INCREASE 
IN NIGHTTIME COLOR PROGRAMMING 


Reflecting the dynamic growth of Color TV, nighttime 
programming increased from 476 hours in 1960 to 815 
in 1961. The big breakthrough in Color TV is here. Are 
you with it? Get the full Color picture today from: W. E. 
Boss, Director, Color Television Coordination, RCA, 30 
Rockefeller Plaza, N. Y. 20, N. Y., Tel: CO 5-5900 
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Al Petgen (l.), formerly northeast re- 
gional manager, has been appointed 
eastern regional manager for the 
American Research Bureau Station 
Sales. C. A. Kellner (r.), who has 
served with the company’s Station 
Service in Beltsville, Md., has been 
named midwest regional manager. 





domestic refineries, with distribution 
in 42 states for its products, signed 
early this fall for five-minute local 
news, weather and sports programs 
in more than 25 markets and has 
continued to add to the total. While 
trying to follow the expansion trend, 
Sinclair recently called off an in- 
tended merger with a Texas oil com- 
pany after becoming involved in an 
anti-trust suit. 


Cities Service Switch 


Cities Service, caught up in the 
same industry excitement, last year 
changed advertising agencies, mov- 
ing to broadcast-minded Lennen & 
Newell from a smaller firm. The new 
agency wasted little time in setting 
heavy spot schedules for summer and 
fall in markets 
around the country. Upcoming on 
the Cities Service calendar are three 
NBC-TV color specials it is hoped 
will return to the oil company a 


some two dozen 


measure of recognition similar to 
that it held when its famed Band of 
America series was on radio. The 
hour-long based on a 
“Highways In Melody” theme, are 
scheduled for Dec. 3, New Year’s 


Eve and Easter Sunday. Continuation 


programs, 


of the company’s spot effort is also 
in the cards. Indicative, perhaps, of 
the campaigns’ effectiveness, Citics 
Service nine-month net for 1961 was 
$30.7 million—up from $26.5 million 
for the same period last year. 

As previously noted, dozens of 
other gasoline firms throughout the 
country employ syndicated or local 





























3. 1960 Gasoline & Oil Gross Expenditures, Various Media 
Newspapers Magazines Outdoor Spot Tv Network Tv Total Tv 
1956 $32,357,000 $11,010,955 $19,235,075 $15,372,000 $ 4,198,000 $19,570,000 
1957 30,224,000 12,430,525 20,942,430 21,426,000 2,861,400 24,287,400 
1958 28,613,000 12,900,637 19,217,213 23,406,000 3,132,400 26,538,400 
1959 25,999,000 11,717,170 16,045,842 22,890,000 9,941,000 32,831,894 
1960 22,891,000 8,098,000 16,998,023 24,338,000 15,699,000 40,037,000 
ron Sources: Newspapers—“Expenditures of National Advertisers in Newspapers”; Magazines—PIB; Tv Spot—TvB-Rorabaugh; Tt 
Network—LNA-BAR; Outdoor—Outdoor Advertising, Inc. 
nted 
the : 
tion programs along with regular spot Rome, Munich or London, don’t ex- __ ing paid the agreed-upon price to the 
Ties schedules. In many instances, these _ pect to get them cheaper. An ordinary _ European producer, has nothing more 
aie smaller firms find themselves strug- commercial with good camera, direc- to pay. 
ea gling for their existence in a volatile tion and music will cost between eight Here arises the question raised sev- 
a and rapidly changing business. Any- and 10 thousand American dollars. eral hundred times throughout the last 
thing from international tensions to Something really good, something years by agency people: what will the 
— an improved carburetor on a smaller new and original with fresh ideas and American unions say if we have a 
ition new-model automobile can affect the techniques, will cost anywhere from commercial produced outside the 
med sale of gasoline, and the economy of _ 12 to 30 thousand dollars.” But the United States? The answer is a simple 
local the companies selling it. Along with most important fact, he said, is not to _ one. Statistically, not more than a 
ams the signs of economizing, of staff | come to Europe and ask a European maximum four to five per cent of all 
has trimming to reduce overhead, of creator of commercials to recreate the | commercials used on television was 
/hile tighter controls on operations, there storyboard already conceived by an __ produced outside the U.S. An attempt 
end, is heightened evidence that television | American creator. on the part of American unions to 
in- is gaining in its importance as a prohibit the exposure of European- 
om- means of selling petroleum products. Waste of Time made commercials on American tv 
2 an In M. Lemoine’s opinion, it is a might very well provoke reciprocal ac- 
Commercials (Continued from 35) waste of time, money and effort to _ tion (possibly involving their import 
by an audience which had paid to see bring a commercial, already finished of caperrtennpoe sar 77 oe 
Pe the feature. They knew that any audi-  ° Paper; to be produced in Europe. pean unions—to the disadvantage of 
year ence in Europe would actively rebel if He also pointed out that, like “The - pescnagense ~ee on we. eet 
siiine presented with a dull commercial; and Magic Ride and “An Americon per cont ratio is not considerable 
» & so it had to be either funny enough or Visits Paris,” his commercials are enough to — — San, = 
new interesting enough to guarantee atten- conceived and created by him first as whale gocbtean > aagigitts. . 
iting tion and at the same time prove to the storyboards, then sent to the agency bon yariven -s wras dies 
and client that it undeniably would in- for client approval. In the case of our lv tachnlguen waoning met “i 
aa crease sales. Today this old standard those two commercials, both the client have more experience than they in the 
on is still the only denominator for a and the agency had full confidence in overall t Eee. meme “ mone a 
ee really successful commercial, al- him and let him execute both com- already merged their creativity with 
ened though there are occasional excep- mercials without interference. The re- 
y 8 tions. sults are self-evident. 
= te There are many small cities in all 
id of the European countries where cutrate Non-Existent Residuals 
The commercial producers come up with What M. Lemoine failed to say, and 
n a much the same low-grade material as | What is of utmost importance to the 
are can be seen on our smaller local sta- American agency and client who con- 
ear’s tions. But, again, as they play for a template having a commercial pro- 
ation large audience response, commercials duced abroad, is this: the big saving 
also in Europe have to be outstanding. in production costs is due to the non- 
s, of Cinema & Publicité’s Lemoine has existence of residuals. A European 
Yities some words of warning for American artist is paid a flat fee for his services 
was producers: “I think that I can speak (be he actor, singer, musician or com- 
illion for any of my European colleagues _ poser) without any further additions. Virgil Wolff, formerly at KYW-TV 
known for successful commercials. If And it makes no difference how many Cleveland, has been named general 
s of an American client, either sponsor or times such a commercial is shown on manager of WRDW-TV Augusta, Ga. 
t the agency, wants to have commercials _ the air either in America or Europe. He was at one time regional sales 
local made in Europe, especially Paris, | The American contractor, after hav- manager of WSTV-TV Steubenville. 
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Viewpoints (Continued from page 37) 

the same techniques are applicable to both media, includ- 
ing the techniques of exploitation. They refuse to learn 
anything because they are already rich, but they can be 
extremely expensive and destructive because they often 
have direct access to clients. 

Quick money, though it often feels threatened, never 
doubts its infallibility. If you were Jack Webb, for ex- 
ample, and someone told you the idea for Noah’s Ark was 
okay but that the work-up was no good, would you listen? 

To fight off adverse criticism of what they have or what 
they plan—and most producers instantly equate criticism 
with heckling—there is an increased tendency among 
producers to make themselves hard to reach. They feel 
they have to. They become self-contained units, fiercely 
self-protective, hostile to “outside” influence of any kind, 
acutely hostile to New York and Chicago, where the bulk 
of their work is bought. (Or not bought.) In the opinion 
of many of them, to set up a system for by-passing adver- 
tising agencies is not only desirable but has become a 
functional part of office apparatus. In the opinion of a few 
of them, to become so powerful as to be able to ignore 
sponsors is proof of “arrival.” 

With a few (and it has happened) the ideal is to sell 
the pilot without ever showing it; then run the series 
without ever hearing any more about it. 

No man who can lay a lot of success on the line wants 
to be told by anybody that he’s wrong. Few men who 
have made a real bundle in Hollywood—whether in tv or 
pictures—want anyone telling them anything at any time. 
Yet the increasing tendency on the part of producers not 
to allow prospective buyers to see pilots (or even to see 
scripts) isn’t going to improve the quality of shows. Or 
breed confidence. And the business of pushing agencies 
aside, and keeping them pushed aside, is about over. The 
recoil will soon be felt. And media will do it. 

The media men in advertising agencies have a different 
attitude toward television from that of the agency’s tele- 
vision department, and Hollywood will be wise to recog- 
nize this early. Media analysts are tough and cold. Their 
techniques are tougher and colder. To put it simply: 
television will have to prove itself all over again, under 
new lenses. Its terrible cost has done this. Owners and 
creators and unions have taken too much out of the 
package. Television costs so much it is now suspect. Media 
looks at television somewhat as the Feds look at a tax 
return. 

But there is one thing that Hollywood can always throw 


back at Madison Avenue: “If you don’t like all the stuff 
we make, at least we’re making it. And what the hell are 
you doing?” 

That is the truth. And the time is closing in when 
agencies will have to prove more than they now prove; 
when they sit down with packagers, network program 
executives, independent producers and such colossi as 
Four Star and Desilu and participate actively in the 
planned construction—two years ahead of the event—of 
the kind of television programming their clients are going 
to need; and sit down, a year ahead of the event, to go 
over every production detail and every line of script before 
the sets are lighted. 

Sponsors have been paying their agencies to prepare 
and place advertising materials, and to make judgments 
about materials (e.g., television) prepared by others. The 
time has now arrived when these judgments should be 
hardened; when direct cooperation, in show-planning and 
show-building, shall require some of the “front money” 
risk to be borne by the agency for his client, or by the 
client himself on the advice of the agency. 

Oliver Treyz has recently urged—and with great sense— 
a rapprochement between agencies and networks: “The 
agencies are not sufficiently a part of this vital decision- 
making process.” But the bridge he wants to see should 
be more than a crosswalk between the networks and the 
agencies; it should include all the responsible forces in 
the business of building shows. 

Agencies see many more shows, more pilots, more plans, 
more scripts, more prospectuses, than producers do. For 
the most part producers see only their own. In this re- 
spect, an agency’s judgment, in terms of range and com- 
parisons, has immense value, and producers, in their own 
self-interest, should trust those judgments. They should 
seek them, not fight them. After all, they live on them. It 
shouldn’t be too hard to live with them. 

This could be the beginning of the end of the waste 
that is every year going into the making of poor pilots; of 
pilots that haven’t a chance of being sold by virtue of 
their never having been scrutinized—at any time in the 
course of their development—by the compound, hard-to- 
fool perception of the very men who will eventually have 
all the say-so as to buying, or refusing to buy. 

If there is one credit that can’t be withheld from Holly- 
wood (that it is creating the product), there is also one 
that cannot be withheld from Madison Avenue: they never 
ran a campaign without a plan. They'd know all there 
was to know about their pilot before they ordered FAX. 
—G.B.R. 








the studied results of American ex- 
perience. 

Some European commercial pro- 
ducers (due to the Common Market) 
have to approach audiences of five 
different-language-speaking countries 
with the same commercial. The only 
language involved is the pronouncing 
of the name of the product. Test audi- 


66 November 13, 1961, Television Age 


ences in five different countries have 
responded in the same positive way. 
If the leading commercial makers in 
Europe continue with this trend for 
tv commercials, it could mean that 
tiresome audio copy is on its way out. 
A commercial will be the visualization 
of the product in action, or some ac- 
tion around the product—an action 


underlined by music only, and climax- 
ed with the naming and detailed TCU 
of the product and its name. 
Americans, insofar as commercials 
are concerned, have the longest and 
most proven tradition in radio com- 
mercials. For years the creators of 
audio commercials have done wonders 
by using the right copy approach 
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Duane Ragsdale, account executive 
on Gleem toothpaste, has been elected 
a vice president of Compton Advertis- 
ing, Inc. He has been with the agency 
for five-and-a-half years. 





underlined by the most effective 
music and/or sound effects. Their un- 
canny genius never received the credit 
it deserved. However, when television 
came into being, those who were mas- 
ters in catering to the ear of the audi- 
ence were asked suddenly to command 
the eyes as well. What resulted were 
illustrated radio commercials. These 
illustrated radio commercials became 
the master samples. So the tradition 
of the illustrated audio approach be- 
came the new American television tra- 
dition. The newcomers chose or had 
to imitate the accepted norms. When 
the Piel Brothers commercials proved 
that the visual is at least as important 
as the audio, no new trend was ap- 
parent. 


Chemstrand Classic 


When the classic Chemstrand com- 
mercial, using photo stills so effec- 
tively for the first time, reached the 
tv screen, all it created was an ava- 
lanche of low-grade imitations. The 
same reaction was evoked by the 
Columbia coffee commercial created 
by the same agency, Doyle Dane 
Bernbach. For months coffee com- 
panies imitated the pouring sacks and 
steaming mounds of coffee beans. 
What, new, came of it? Nothing, ex- 
cept one commercial making ingeni- 
ous use of percolator drops as a 
rhythmical underscoring of the short 
and sensible sales pitch. 

M. Lemoine’s stroboscopic Johnson 
& Johnson “Band-Aid” commercial 
was so successful that it was used for 
30 or more different exposures, as was 


Steinberg’s animated Jell-O commer- 
cial. Both won first prizes and awards, 
yet the trend of the illustrated radio 
commercial was still neither inter- 
rupted nor brought to a halt. 

During my recent trip through six 
European countries (including a stop 
behind the Iron Curtain) I was told 
by many successful European pro- 
ducers that Americans have a tradi- 
tion of sorts when it comes to tv com- 
mercials, but are utterly lacking in 
individual approach. They agreed 
that American television has brought 
both the U.S. and the Continent many 
outstanding and individual writers, 





Patriotic Pageant 


During the first week of Oc- 
tober WREX-TV Rockford, IIL. 
gave an outstanding example of 
comprehensive _ public-service 
promotion when the station 
fostered a week-long local patri- 
otic pageant in conjunction with 
the Chamber of Commerce. 

“Freedom Week,” proclaimed 
by the city of Rockford, was 
designed to “contrast commu- 
nism with the American free- 
enterprise system and to assess 
realistically the problems that 
face our country,” in the words 
of WREX-TV vice president and 
general manager Joe Baisch. 

In the course of the week’s 
activities the station played a 
prominent role by presenting 
special on-the-spot reports; its 
public-affairs segment carried 
interviews of Congressmen and 
other visiting dignitaries, film 
clips of principal speakers, and 
news reports; its promotional 
efforts included a tie-in with a 
leading department store for 
special window displays, and 
spot schedules by nine film 
theatres in the area advertising 
their showing of the film 
Eleventh Commandment. This 
film, dealing with Communist 
tactics, and a public address de- 
livered by Bishop Fulton J. 
Sheen at a rally in the city’s 
stadium were two of the main 
featured events of “Freedom 


Week.” 















































America’s most wanted laugh siealers are 
on the loose. The most side splitting series 
that ever turned the geniuses of The Golden 
Age of Comedy into gold for you! 
= Superbly reproduced for sharp, 
clear picture! = Brilliantly scored 
with original music throughout! 
= Filmed for maximum flexibility! 
= A perfect program to highlight 
your children’s star personality! 
Fast-moving hilarious action for kids, nos- 
talgic appeal for “oldsters”! Can be profit- 
ably slotted any time, day or evening... 
any day of the week! For your biggest 
laughs since Custard Pie’s Last _ 
Stand... here’s your Golden |),\Fj [hj 
Opportunity for top ———s ee 
rofits, ratings! Get complete in- NATIONAL 
savor Be NOW from... TELEPIX: 
1270 Sixth Avenue, New York 20, N.Y. CO 5-4575 
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Are you one of the 7.1% in agencies 
who are not using 
SRDS Consumer Market Data 


WHY? 


Perhaps you don’t realize why so many agency people use the 
Consumer Market Data sections in SRDS. 


It’s a matter of convenience and the instant accessibility of the 
most up-to-date market figures compiled especially for those in 
advertising and marketing. SRDS is usually within arm’s reach 
and right there with you at intra-agency and client meetings. 
What’s more, it’s in the same book with media listings,so it’s 
easy to relate markets to media coverage and vice-versa. An 
extra plus is the additional market data provided by media in 
Service-Ads in SRDS. 


You also have the assurance that SRDS market data figures are 
the latest and most accurate available to you. Every six months 
the figures are completely up-dated. SRDS November issues, for 
example, reflect estimates of July 1, 1961 market conditions. 


HOW AGENCIES USE SRDS MARKET DATA 


A survey of SRDS Data Inc.’s National Panel of Media Buyers, 
taken in March, 1961, showed that 92.9%* used SRDS Market 
Data within the past six months in these six phases of buying: 


1. Formulation and allocation of budget. 
Examination of market information. 

. Formulation of the general media plan. 
. Evaluation of the general media plan. 


- Selection of specific media. 


au PWD 


. Scheduling and contracting for space (time). 


*Base: 168 panelists 


Note to Media: If you’d like to see how the market data use pattern shows 
up in your media classification, your SRDS representative has the separate 
breakdown for Newspaper Rates & Data, Spot TV Rates & Data and Spot 
Radio Rates & Data. . 
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politan statistical areas. 


SRDS NOVEMBER ISSUES REFLECT 
JULY 1, 1961 MARKET CONDITIONS 


INFORMATION ON TAP AT A MOMENT’S NOTICE 





— latest figures on population, house- 
holds, consumer spendable income 2a 
and retail sales (by type) by states, 
counties, cities and standard metro- 


SRDS Consumer Market Data Summary § wm us. 
United States, Regional, State Totals 
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SRDS Consumer Market Data Summaries at the beginning of 
each broadcast and newspaper directory 
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: each state section. 


SRDS state consumer market data and 


; state media maps at the beginning of 


Consumer market data arranged for 
single state analysis. SRDS media/ 
market maps give a quick, graphic pic- 
ture of the over-all markets . . . popula- 
tion concentration, type of daily media 
available, county outlines, and cities. 


The only media/market data service 
in the country that provides current 
media buyer-oriented consumer mar- 
ket data, media maps and media list- 
ings all in one place, every month. 








your own use. 





All SRDS Consumer Market Data 
is recorded on IBM punch cards. 
SRDS's statistical service will run 
specialized tabulations for you, or 
you may purchase the cards for 
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directors and producers. Such men 
are admired, written about and dis- 
cussed in Copenhagen, Stockholm, 
Paris, London, Rome, Frankfurt, 
Stuttgart and West Berlin. And most 
especially in Warsaw and Prague. 

If television was able to bring forth 
so much new talent in so many areas, 
why is it that since 1950 not one out- 
standing talent emerged from the 
ranks of the writers, directors and 
producers of commercials? Is it per- 
haps that in the industry so far any- 
one having to do with the creative 
side of commercials was overlooked 
and undervalued? Has it been the 
lack of realization by our advertising 
agencies that a truly good visual, not 
radio, commercial is sometimes hard- 
er to create than a half-hour program 
where the writer has 26 minutes to 
develop his idea to a climax instead 
of the usual one-minute given to the 
creator of commercials? 


Lack of Experience 


I have spoken to, negotiated with 
and interviewed hundreds of agency 
men involved in the creation and pro- 
duction of commercials. Few had any 
idea of what a camera can really do, 
let alone what effects, dramatic or 
comic, can be achieved. How many 
agencies handling television accounts 
employ former camera men as writers, 
directors or producers? Men who 
have had the sorely needed experience 
either never made it in the tv commer- 
cial department of an agency, or 
always wound up in the production 
of programs. 

The time is not far off when many 
American manufacturers are going to 





Survey of Set Owners 

A consumer survey of 1,000 homes owning tv sets recently conducted 
for the Kimble Glass Co., Toledo, manufacturer of glass bulbs for tv 
picture tubes and a subsidiary of Owens-Illinois, and prepared and tabu- 
lated by the Home Makers Guild of America, revealed some interesting 
information about the set owners’ attitudes and preferences in regard 
to the actual physical aspects of their tv sets. 

In addition to the more specific data dealing with the care and repair 
of the sets, the following facts of more general interest were turned up 
by the study: 

A noticeable increase in multiple sets in American households— 


buyers. 


location for viewing; 


or parts to the repairman. 





nearly five per cent within the last two years. 

Most of the primary sets are not over five years old; nearly 10 per 
cent of all sets are 10 years old or older. 

The console set is still the most popular model, with the table model 
next, but the portable model is gaining popularity among prospective 


In the majority of households the living room is the most preferred 
the bedroom scores only two per cent. 

Most of the service required by the 75.9 per cent of the primary sets 
during 1960 was for small video tubes, followed by small audio tubes, 
and adjustment and replacement of a picture tube. 

Over half of the set repair is still done by the general tv repairman, 
and an overwhelming majority of set owners leave the choice of tubes 


About three-fourths of all set owners surveyed have purchased a new 
replacement picture tube. As actual industry statistics show, however, 
only 25 per cent of such tubes are really new; the rest are rebuilt. 

Almost half of the people questioned have watched a color tv pro- 
gram, and about 30 per cent are interested in acquiring a color tv set. 








wake up and discover that Europe 
provides new markets for their prod- 
ucts. And Europe, according to my 
recent experience there, has not only 
great interest in American products, 
but the money to buy them as well. 
Then it will happen here as it has 
already begun to happen abroad. We 
will have to produce commercials 
which are basic and universal in 


concept. 


DAYTIME COLOR TELECASTS 
ALMOST TRIPLED 


Daytime Color programming has mushroomed from 
306 hours in 1959 to 815 in 1961. No wonder the big 
switch is to Color TV. Are you with it? Get the full 
Color picture today from: W. E. Boss, Director, Color 
Television Coordination, RCA, 30 Rockefeller Plaza, 
New York 20, N. Y., Tel: CO 5-5900 
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There are many producers of com- 
mercials in Europe. I want to mention 
only those who have had experience 
working with American agencies. If 
you want to do business with them, 
contact them directly. Not only do 
you save time, but usually a high 
broker’s fee as well. And it’s only six- 
seven hours by jet from New York 
to any place where good commercials 
are made. 


Continental Studios 

Joop Geesink has his studios in 
Amsterdam. Excellent animation is 
done by Gamma Films in Milan. In 
London you have Halas & Batchelor, 
Ltd., Donald Rawlings, and the Lark- 
ins Studios. If you want something 
with the Gallic flavor, there are many 
masters in Paris for your choosing. 
There is La Comete, Leo Lax Films, 
Inc., Cineastes Associates, Les Films 
Pierre Remont and, of course, the 
aforementioned and most celebrated, 
Cinema & Publicité, 
where Bernard Lemoine creates. 


Les Studios 








John Crichton, editor of Advertising 
Age, has been named president of the 
A.A.A.A., succeeding Frederic R. 
Gamble. Mr. Crichton will join A.A.- 
4.A. on Jan. 15 and take office next 
Vay 4. 











Just as American fashion houses 
delegate their designers and buyers to 
travel throughout Europe for new im- 
pressions and new ideas, so every ad- 
vertising agency which purports to 
amount to something should send 
their tv creative people at least once 
a year to Europe. We are not the only 
ones in a daily rat race. Europe has 
already imported our tempo. But 
Europe still has a very individual ap- 
proach, an individual accent—espe- 
cially the French. Those of us who are 
qualified, and want to, may continue 
to learn quite a lot from them. 





Promotion (Continued from 31) 


are sentimental about print. Now 
most of them see that it takes tv to 
sell tv.”. 

At ABC-TV a promotion executive 
noted that for many years sponsors 
set small store by tv promotion be- 
cause it didn’t seem to cost the net- 
work anything. This opinion was 
seconded and thirded at the other net- 
works, 

If either one of the two largest net- 
works were billed for all the time it 
used in promotion of its own fare, the 
total would equal or exceed receipts 
from paid air-time by several million 
dollars. In rough approximation, that 
would mean that each network is 
placing something like $200 million 
behind the success of its over-all pro- 
gram schedule. 

This figure is merely academic, of 
course, since most of the air-time used 


by the networks is time which could 
not otherwise be sold. 

This unsold time was, in fact, the 
beginning of large-scale on-the-air 
promotional efforts. “It used to be, 
‘we have this hole, how do we fill 
it?’ ” said one executive. “If we didn’t 
fill it with public service, we'd have a 
little flyer of some sort made up. 
Looking back, I'd say those promos 
could best be described as primi- 
tive .. 

Today emphasis in tv promotion is 
on films and increasing quality in the 
films. The films, most of them extract- 
ed from the program, are used in the 
one-minute spots, while telops and 
slides, once the main staple of on-the- 
air promotion, are still used in the 
five- and 10 second spots. Audio used 
over the credits at the end of shows is 
another kind of on-the-air promotion. 


ABC-TV Innovations 
At ABC-TV, which claims credit 


for many innovations in the use of 
tv promotion, the man chiefly respon- 
sible for such promotions envisions 
a day in the not-distant future when 
the network will drop most of the 
newspaper advertising it still uses. 
ABC-TV on-the-air promotions are 
entirely planned and laid out by the 
network’s promotion department, ex- 
cept when special material from a star 
is involved. “When you do a promo- 
tion,” said one executive, “you try to 
get as close as you can to the actual 
source of the program. If you’re going 
to shoot live, you naturally go straight 
to the writer for him to help with the 
idea. Our ad agency has nothing to 
do with our on-the-air promotions.” 

Not only in quality but in quantity, 
the networks have become major pro- 
ducers of filmed commercials for tv 
shows. “One promo used to do us for 


5] 


most of a year,” said a program ex- 


ecutive. “Now we try to make at least 


three for each new show during the | 


season. The horse ‘n’ buggy days are | 


over for this kind of promotion; peo- 
ple won’t sit still for the same spot 
throughout a year. If a show is worth 
putting on and paying for, it’s worth 
promoting as best we can.” 

The increased emphasis on on-the- 


air promotion, and particularly the 










WITHIN A STONE’S THROW 
OF COMMUNICATIONS ROW! 


One of New York's 
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A Bigger and Better 
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Just steps from anywhere... 
now with 500 individually deco- 
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filmed side of it, has given rise to 
some controversy in some segments 
of the industry. In effect, the networks 
have now become commercial pro- 
ducers. The giant advertising opera- 
tions within the networks thus take on 
a vast film wing. 

Who makes the decision on what to 
feature in the filmed program com- 
mercials? Who decides how to sched- 
ule them? How much is the network 
advertising agency involved? How 
much should the program producer 
get involved? Finally, who owns these 
commercials ? 

As for some of the knotty questions 
raised above, as a rule agencies have 
stayed completely out of the on-the- 
air promotion picture. “It’s not 
agency business because no commis- 
sions are involved” seems to sum up 
the attitude of several agency heads 
whose opinion was asked on the 
subject. 

As for producers, Screen Gems is 
one of the few companies to take an 
active interest in the situation arising 
from network control of the promo- 
tions. 


Interesting Point 


The question of ownership was test- 
ed several times this year, with one of 
the most interesting cases being the 
request of Screen Gems to networks 
for fine-grain prints and separate 
tracks on promotions made from its 
shows. Screen Gems wanted to use the 
commercials, if they may be called 
that, to promote 
Europe. 

Gene Plotnik, who had acted as 
Screen Gems’ spokesman in the dis- 
cussions, says that CBS-TV simply 


its product in 


SURVEY FINDS 








keting Services Division. 


Culver City, Calif. 


also associated with Warner Bros. 





Quartet of Executives Named at Ampex 


Ampex Corp. has made four new appointments in its corporate Mar- 


S. Champion Titus was named advertising manager for Ampex, with 
responsibility for coordinating the advertising for all of the company’s 
domestic divisions. Prior to joining Ampex in 1960 Mr. Titus was vice 
president and account supervisor at BBDO, Buffalo. 

Lowell G. McClenning was appointed manager of the sales promotion 
department of the new Ampex division. He was previously advertising 





MR. ANDERSON MR. McCLENNING 
and sales promotion manager of the Ampex Computer Products Co. in 


Jackson V. Miller was named to head special events for the corpora- 
tion, including shows and exhibits. Before coming to Ampex in 1958 
Mr. Miller was managing director for Cinerama in California and was 


Warren L. Anderson was made manager of the merchandising depart- 
ment of the division. He has been with Ampex for five years as adver- 
tising manager of Video products and more recently as advertising and 
sales promotion manager of Ampex Audio Co. 


MR. MILLER MR, TITUS 








stated that it had a fixed policy with 
no provision for releasing the promo- 
tions back to the program producer. 
ABC-TV, after considerable hesita- 
tion, imaginatively proposed an ex- 
change program, whereby the network 
would trade trailers with Warner 
Brothers, which was producing many 
of the trailers. Thus, said ABC, each 
time you make a new trailer for us, 
we shall trade you back one we have 


COLOR TV COMMERCIALS 
HAVE 3% TIMES MORE IMPACT 


A 1960 survey by Burke Marketing Research reveals the im- 
pact of Color TV commericals is such that 1000 Color homes 
are equal to 3,589 black-and-white homes. No wonder more 
and more sponsors are moving up to Color. What about you? 
Get the full Color picture today from: W. E. Boss, Director, 
Color Television Coordination, RCA, 30 Rockefeller Plaza, 
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N. Y. 20, N. Y., Tel: CO 5-5900 


already used. 

NBC-TV had not responded to the 
Screen Gems request at the time Mr. 
Plotnik left the company to join King 
Features last month. 

Obviously, there exists a gray legal 
area which will need illuminating as 
the networks continue to expand their 
program commercial departments. 


Co-op Advertising 


The networks’ advertising agencies 
are mainly involved in the co-op ad- 
vertising which is still done by all of 
the networks but on a scale that is 
rapidly decreasing as full-program 
sponsors disappear. It should not be 
assumed that the networks have com- 
pletely put an end to tune-in print 
campaigns. NBC-TV still uses print 
for what it calls “image” advertising 
—an occasional ad stressing an im- 
portant show or a star such as come- 
dian Joey Bishop. The network also 
centinues to place ads in Tv Guide. 


Both CBS and ABC also continue 

















to use print for special purposes, par- 
ticularly the fall premieres. This year 
CBS-TV had a unified campaign 
based on drawings of principle stars 
and stressing a night. This campaign 
probably accounts for the fact that 
CBS-TV’s space costs this year were 
slightly above their costs last year at 
this point. It must be recalled, how- 
ever, that CBS-TV cut back heavily in 
its print outlays several years ago; the 





International First 


For the first time, it is be- 
kieved, an American and a Ger- 
man agency have combined to 
form a German advertising 
agency. The two equal partners 
in the new enterprise, to be 
known as Doyle Dane Bernbach, 
GmbH, are Doyle Dane Bern- 
bach, Inc., New York, and von 
Holzschuher & Bauer, KG, Dues- 
seldorf, West Germany. 

DDB has been handling the 
advertising of several foreign 
clients in the United States, 
and, recently, also American 
accounts overseas through affili- 
ates in foreign countries. Von 
Holzschuher & Bauer, which was 
founded in West Germany in 
1949 (the same year that DDB 
was founded in New York), 
brings to the new agency a vol- 
ume of more than 20,000,000 
DM ($4 million). With its 
main office in Duesseldorf and 
branches in Hamburg and Mu- 
nich, West Germany, and Salz- 
burg, Austria, the agency ranks 
among the leading full-service 
German agencies. 

Another move toward inter- 
national advertising affiliation 
was made by Young & Rubicam, 
Inc., which announced the con- 
solidation of its Latin American 
companies with Noble Advertis- 
ing Co., Mexico City, to form a 
new company, Young & Rubi- 
cam Noble. With this Mexican 
agency, founded in 1951, Y&R 
adds to its organization one of 
the largest advertising agencies 
in the Mexico-Carribean area, 
with current billings of approxi- 
mately $5 million. 














slight rise in budget this year is the 
proverbial exception that proves the 
rule. 

CBS-TV will continue to use print 
to promote special shows and for spe- 
cial promotional tasks. The network 
may, for example, use a five- or six- 
city campaign in such cities as New 
York, Washington, Los Angeles, Chi- 
cago and other points where influence 
can be exerted on producers, Con- 
gressmen and others concerned with 
tv policy. ; 

As for the CBS-TV over-all view of 
the effectiveness of spot tv announce- 
ments for program promotions, a 
spokesman for the promotion depart- 
ment expressed relief that they had 
finally been able to get across the 
notion that “if you’re trying to reach 
an audience, you reach it, naturally, 
through the medium you're selling.” 


Spots Move Ratings 


“You wouldn’t think it would be so 
difficult to convince a client that if 
he’s spending $6 or $7 million for a 
show on the network, the best place 
to promote that show is through spots 
on the same network.” 

CBS-TV conducted a study on how 
spot announcements could move the 
rating of a show. Taking Show X, 
which had been pulling ratings of be- 
tween 19 and 22 week after week with 
ordinary print ads, the network put 
50 spots on for the program over a 
period of several weeks. The rating of 
Show X immediately jumped five 
points. 

In CBS-TV the network’s promo- 
tional department issues a plastic pro- 
motion kit for each show each year. 
The kit includes a 60-second film, a 
20-second film, text and mats for vari- 
ous size newspaper ads, and other 
promotion suggestions. The network 
was particularly proud this year of 
integrating its print ads and on-the- 
air commercials through the use of 
distinctive drawings of the figurants. 


No Rotation Plan 


Unlike NBC-TV, CBS-TV does not 
have a definite rotation plan for pro- 
moting particular programs, and there 


is no promotion of the network pro- 
grams on the CBS-owned-and-oper- 


ated stations. 








NBC-TV’s plan for rotation calls 
for revolving the programs from net- 
work to audio only to o&o to affiliate 
promotion. Each week one show is 
assigned to the network, where it gets 
saturation treatment for a week. 

“Our system is not inflexible, how- 
ever,” cautions an NBC man, “We 
don’t promise any special pattern to 
the advertiser, though he is aware this 
is the general pattern followed. Dur- 
ing October, though, we do inform 
them just what kind of promotion 
their show is getting, and we tell them 
what the cost of such promotion 
would be if they had to buy it. That 
has taken some of the sting out of the 
few sponsors who still think they’re 
not being promoted unless they see it 
in the papers.” 

With solid results from on-the-air 
promotion rapidly multiplying, spon- 
sor objections have become a rarity. 
All three networks anticipate a con- 
tinuing increase in the amount and 
quality of on-the-air promotion. The 
amount of print advertising will 
probably remain at its present level. 
Tv promotion is here. 
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Tanny (Continued from page 33) 


money and many customers you could 
have had with a series of spot buys. 
We have bought into network, of 
course, but we never ride for a season 
on just one or two programs. We 
always go on the premise that what 
might be right today may not be right 
tomorrow.” 

All members of the Vic Tanny or- 
ganization are dedicated believers in 
exercise and physical fitness. From 
Vic Tanny himself down to the re- 
ceptionist daily they forego the after- 
work drink for the after-work half- 
hour of exercise in the fully equipped 
“gym” off the reception room. Jack 
Clark, executive vice president of Vic 
Tanny, Inc., began his career as an 
instructor in one of the Tanny health 
centers. Nine years ago in San Berna- 
dino, Calif., he opened the first gym 
converted to accommodate both men 
and women. Prior to that, said Mr. 
Clark, they had opened a center in 
Santa Monica exclusively for women, 


but soon came to the conclusion that 
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William J. Schmitt was named general 
manager of NBC Enterprises. He 
joined NBC in 1951 and was pre- 
viously director of business affairs for 
the Enterprises division. 





it was wasting money to have two 
separate gyms when one would do. 

Because Vic Tanny caters equally 
to both sexes, the television commer- 
cials are not specialized. Two sets of 
commercials are made, one showing 
women exercising and one with men, 
but even in these there is diversifica- 
tion. “For instance,” said Mr. Clark, 
“we wouldn’t have a commercial just 
talking about reducing hips. We don’t 
want to limit ourselves that much. 
Also, every time we start specializing 
business falls off in that particular 
area.” 


In Shotgun Fashion 


Even less limitation goes into buy- 
ing time, according to Mr. Clark. A 
spot is rarely bought next to a par- 
ticular program in any market. “Ap- 
proximately 15 to 20 spots a day are 
placed in each market, usually bought 
in shotgun fashion, and we try to 
have enough so we won't have to 
concentrate in one time period, al- 
though there is often a concentration 
in evening movies,” he said. “Daytime 
usually offers good prices, but we 
don’t use it much, feeling that in 
nighttime we contact an equal number 
of men and women. We certainly 
aren't appealing to the housewife to 
the exclusion of everyone else.” 

At one time Vic Tanny started 
barter operations with weNn-Tv Chi- 
cago and KTLA Los Angeles during the 
company’s negotiations to buy Guild 
Films. Both the purchase and the 
barter arrangement, however, were 





never completed. Explaining the halt- 
ing of the barter operation, Mr. Clark 
said, “We found that we couldn’t 
count on good buys by bartering, so 
it’s really worthwhile to spend the 
money for what we want.” 

At this time the company’s tele- 
vision budget is $2.5 million a year, 
approximately 85-90 per cent of its 
total advertising budget. Other media 
used are radio and newspapers, the 
latter mainly to announce a special 
price or the opening of a new gym 
location. 

Mr. Clark also values television for 
its visual impact and its ability to 
portray human interest. “A large part 
of the appeal of the exercise programs 
is that they are done with groups of 
people. We like to project a friendly 
club-like atmosphere. Of course, we'd 
also like to be able to make our com- 
mercials in color because another big 
drawing card for the health centers 
is their luxurious layout.” 

The commercials themselves, which 
have sometimes been criticized for 
being too strident and too hard sell, 
are, according to Mr. Clark, precisely 
the kind needed for the Tanny opera- 
tion. “We’ve tried softer sell,” he said. 
“It hasn’t worked. Out in California 
we had a series of radio commercials 
that were humorous and very gentle. 
They won prizes, but they didn’t bring 
any more people to sign up at Vic 
Tanny’s. No, humorous or institu- 








Stoddard P. Johnston was named 
president and general manager of 
KRGV radio and telcvision Weslaco, 
Tex., which has been transferred 
from the LBJ Co. to Kenco Enter- 
prises, Inc. Mr. Johnston previously 
held the position of sales executive 
with KTvU San Francisco-Oakland. 
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campaign. 


Some of the specifics were: 


evening, highlighting a premiere. 


sign-on to sign-off. 





Ambitious Promotional Campaign 


Responding to the annual problem of how to prepare the local audience 
for the new line-up of tv programs scheduled by a network, KHOU-Tv, the 
CBS-TV affiliate in Houston, launched a most ambitious promotional 


Under the over-all guidance of James C. Richdale Jr., vice president 
and general manager, all of KHOU-Tv’s departments from sales to pro- 
gramming were mobilized to participate in the task. The station, deciding 
to capitalize on all the positive aspects of program changes and of the 
new fare being offered by CBS-TV, exploited all possible techniques to 
reach and to impress every potential member of its audience. 


Spots purchased on radio stations throughout the Houston area for 
three- and four-week periods to announce the nighttime line-up for each 


Pictures of the station’s staff personalities as well as human-interest 
stories supplied to (and picked up by) more than 20 area weekly and 
neighborhood daily newspapers, with daily ads run in metropolitan papers 
playing up the CBS theme, “Seven Wonderful Nights.” 

Invitations to tv editors to interview stars of CBS fall shows, with the 
filmed or video-taped interviews subsequently shown on KHOU-TV. 

Similarly employed in an on-the-air campaign were CBS promotional 
kits on the network programs, consisting of 20- and 60-second SOF’s and 
slide/booth announcements. These kits, providing a means of arresting 
the audience’s attention, were used profusely throughout the day from 


In addition to general publicity pieces made available to local publica- 
tions, digests and business magazines, informative material on specific, 
outstanding programs to be seen on channel 11 was sent out through the 
Houston Independent School District system, through colleges and uni- 
versities, and to over 1,000 opinon leaders in the greater Houston area. 


Groceries(Continued from page 36) 


is one of the prime factors in the 
success of his store. “Television is the 
best advertising medium I have ever 
used,” he said, “simply because it en- 
ables me to go right into the custom- 
ers’ homes and talk to them.” 

The savings on nationally branded 
merchandise which Mr. Wood offers 
are a great inducement to shoppers in 
the area, but he credits television with 
the ability to quickly tell the most 
number of people possible about the 
store and its benefits. 

The growth of Mr. Wood’s Country 
Store was the first success story cited 
by the Television Bureau of Adver- 
tising. At this time TvB equated the 
rise in sales from $2,500 to $13,000 
weekly to Mr. Wood’s constant and 
efficacious use of television for the 
three years. 

The store has now grown in size to 
15,000 square feet and has 48 em- 
ployes. After his $2.8-million volume 
in 1960 Mr. Wood hopes to top a $3- 


million gross in 1961. 











tional commercials aren’t for us. 
People are essentially lazy; there are 
too many distractions around them, 
and they’re too used to soft living. We 
have to get their attention, and we 
have to make them remember us.” 

Although the business is a seasonal 
one—the biggest season being the 
first four months of the year, with 
particular emphasis on Jan. 2—the 
advertising is consistent all year 
round because of the company’s be- 
lief in the importance of keeping the 
name in front of the public. There are 
definite plans by Vic Tanny to con- 
tinue increasing its television activity. 
There has also been some thought, 
according to Mr. Clark, about the 
possibility of creating a network 
show. 

“Tt would have to be the right pro- 
gram, though,” he said. “We don’t 
want to be followers. We want to edu- 
cate people about health. Ideally, 


we'd want a program where we can 





describe the benefits of the Vic Tanny 
gyms, but which isn’t so commercial- 
ized it'll be objected to. Like the 
Arthur Murray program—that’s a 
perfect medium.” 

As examples of the growth of Vic 
Tanny, Inc., between 15 and 30 new 
health centers are opened each year. 
Two years ago the company spent 
over $1 million on the simultaneous 
openings of gyms in Hempstead, L. I., 
New Rochelle, N. Y., and Flatbush in 
Brooklyn, N. Y. Recently one was 
opened in Milford, Conn., and on 
Nov. 1 the latest was opened in West 
Orange, N. J. 

Mr. Tanny’s goal is 1,000 gyms in 
300 key cities. As the number of gyms 
increase, so will the company’s tele- 
vision advertising. The Vic Tanny or- 
ganization has no close competitors, 
and at its present rate of growth it 
has the confidence of a business which 
never expects to meet any real com- 
petition. 
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(Continued from 23) 


Newsfront 
Mr. Williams noted that the BBC 


had not found it necessary to change 


its programming balance since the 
arrival of commercial tv. 

While in California Mr. Williams 
and Mr. Scuse had among other 
things also taken a helicopter trip in 
the news plane of KTLA Los Angeles 
(“Gawd, what smog!”) and talked 
with Mr. Novin of the Telemeter 
Corp. (“I personally wouldn’t buy 
any shares in it.”) 

In New York Mr. Williams’ agenda 
included calls on Blair-Tv, Benton & 
Bowles, the networks and possibly 
some commercial producers. “When 
I arrived here three weeks ago,” said 
Mr. Williams, smiling, “I was wearing 
my Age of Kings’ tie and carting this 
itinerary book Dennis made out for 
me. Now I’ve put the tie in my pocket 
and let go the book, we expect to 
learn here what really makes your 
kind of television tick. After all, New 
York is the center of gravity in tv, 
isn’t it?” 


Toys on Television 


There is a toy now advertised on 
television that sells in the neighbor- 
hood of $25. Conceivably some chil- 
dren might buy it with savings, or 
perhaps their parents will put it under 
the tree Dec. 25, forewarning them 
that this one toy takes the place of the 
bicycle or some other gift he has 
whispered in Santy’s ear. 

The toy is a robot, and as demon- 
strated on tv it responds to oral com- 
mands, turning right when you say 
“Right!” and turning left when you 
command “Left!” Seem like a worth- 


while toy? Maybe, might even serve 
to teach the lad something about 
physics? 

Trouble is when you help the boy 
open the package on Christmas morn- 
ing, you find that you might as well 
say “Khrushchev!” to the robot. It 
will turn anyway. Which way will it 
turn? It will turn the way you've 
moved the little widget on the remote 
control handle. You can _ shout 
“Left!” all day at the robot, but it will 
still turn right if the widget is turned 
right. If you want the robot to turn 
left, you must move the widget to the 
left position, and then you can still 
shout “Khrushchev!” at it and it will 
turn left. 

Is that toy advertised fairly on 
television ? 

Some questions and answers along 
this line are made in a comprehensive 
book put out by Peckham Produc- 
tions, Inc. Titled Toys on Television, 
the book is an attempt to win over toy 
advertisers. to the use of tv, but the 
editors have been wise enough to in- 
clude a section on ethics—a wise step 
in view of the steadily mounting 
criticism of toy advertising on tele- 
vision. 

In brief, the book is more than a 
how-to project; it is also a what-not- 
to-do project as well. Thus, although 
the efficiency, indeed the necessity, of 
television advertising by toy manufac- 
turers is amply documentea, so 1s the 
morality of television advertising. 
Toys on Television reprints in full the 
guidelines set forth by the Television 
Code Review Board of the National 
Association of Broadcasters “as an 
important consideration in planning 
your tv campaign.” 














Franklin G. Sisson was named station 
manager of wwJ-TV Detroit, having 
previously been manager of WW3J. 
Before joining the Detroit stations he 
was associated with woop and woop- 
tv Grand Rapids. 





In quick summary form, here are 
the guidelines: avoid demonstrations 
or dramatizations that are not authen- 
tic; unfair glamorization via “daz- 
zling visual effects” and sounds of 
real-life objects; oversimplifications 
such as “only” and “just” applied to 
the price of a toy exceeding a few 
dollars; appeals contending that, if a 
child has a toy, he betters his peers or, 
lacking it, will invite their ridicule or 
contempt. In sum, NAB wants toy ad- 
vertisers to present their products on 
actual merits. 

Will these guidelines work? The 
authors aren’t sure, but note that some 
people think they will “if only on the 
rather dismal ground that if the public 
should lose its faith in the industry, 
and makes use of an economic boy- 
cott, the eventual loss, in dollars and 
cents of toy sales, would be stagger- 


ing.” 





23 MAJOR COMPANIES RENEWING 
COLOR TV SPONSORSHIP 


23 major advertisers who sponsored Color TV in 1956 
are buying it again in 1961. One more proof that Color 
delivers the prospects. Get the full Color picture today 
from: W. E. Boss, Director, Color Television Coordina- 
tion, RCA, 30 Rockefeller Plaza, New York 20, N. Y., 
Tel: CO 5-5900 | 
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Wall St. 


yet, but it is not expected to show any 


(Continued from page 49) 


sharp jump in income. However, the 
company indicated recently in a letter 
to its affiliates that its network billings 
in the fourth quarter would show an 
increase of nine to 11 per cent over 
the fourth quarter of last year. This, 
coupled with the elimination of the 
CBS electronics operation, which had 
been a serious drain on the company’s 
earning power, means that CBS should 
enjoy a profit resurgence in 1962. 









tion 
ping 
WJ. 
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in the picture 


David G. Taft (1.) has assumed the position of vice chairman 
of the board of the Taft Broadcasting Co., and Lawrence H. 
Rogers II (r.) has been elected executive vice president, suc- 
ceeding Mr. Taft in the post the latter has held since the forma- 
tion of the company in 1959, after having served in a similar 
capacity with its predecessor companies, Radio Cincinnati, Inc., 
Radio Columbus, Inc., and WBRC, Inc., Birmingham, Ala. Mr. 
Rogers joined Taft in March 1960 as vice president in charge of 
operations, coming from the wsaz television and radio stations 





in Huntington and Charleston, W. Va. 





The appointment of Jack Jones to the newly created position of television advertising 
manager for Mattel, Inc., Hawthorne, Calif., toymaker, has been announced by Clifford 
W. Jacobs, vice president, marketing. In addition to handling Mattel’s television adver- 
tising program, purportedly the largest in the toy industry, Mr. Jones will also be in charge 
of the company’s growing licensing program for the toys and characters included on the 
tv shows. A native of Chicago, Mr. Jones is a graduate of the University of South Caro- 
lina. Prior to joining Mattel, he was vice president and general manager of Musicasting, 
Inc., Chicago, and from 1956 to 1960 he was network services supervisor and account 
director of North Advertising Agency in Chicago, New York and Beverly Hills, Calif. 
During World War II he served as a lieutenant (j.g.) in the U. S. Navy. 





Clinton E. Frank, Inc., has announced that Eugene B. Shields 





Donald W. Severn (1.), manager of media relations at Ted 
Bates & Co., Inc., has been elected a vice president of the agency, 
and Robert Angelus (r.) has joined it as a vice president and 
account supervisor. Mr. Severn came to Bates in February 1956 
from the Biow Co., where he served as head of station relations. 
Mr. Angelus, who has been assigned to the Brown & Williamson 
Tobacco Corp. account, comes to Bates from the Colgate-Palm- 
olive Co. His association with Colgate covered the past three and 
one-half years; the most recent position he held there was that 
of associate general products manager. 





Two members of the creative departments at Needham, Louis & 
Brorby, Inc., have been elected vice presidents of the agency. The 
two men named by the NL&B board of directors are Donald J. 
Dickens (l.) and Franklin C. Johnson (r.). Mr. Dickens is 
assistant director of the copy department, a position he has held 
for the past year. He joined NL&B in 1957 and became an asso- 
ciate copy director shortly afterwards. Mr. Johnson has been with 
NL&B since 1955. He was made executive art director three years 
later, and last year he was named to his present post of assistant 
director of the art department. 








(l.) and Richard K. Montgomery (r.) have been elected vice 
presidents of the Chicago-based advertising agency. Prior to join- 
ing Frank in April 1959 Mr. Shields was an account executive 
with Waldie & Briggs, Inc., Chicago, and before that he was an 
account executive with Erwin Wasey, Ruthrauff & Ryan, Inc., in 
the Windy City. For 18 years prior to going with the Frank 
agency last June Mr. Montgomery had worked in both the Chicago 
and New York offices of Compton Advertising, Inc., which named 
him a vice president and account supervisor in 1955. 
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MICHIGAN’S 


UPPER PENINSULA 
IS EASILY AVAILABLE 


NOW 





The New $100,000,000 
BIG-MAC Bridge 


cerries thousands to the U. P. deily! 


Paul Bunyan Television 
WPBN-TV WTOM-TV 


Treverse City 
One Rate Card 


Cevers 25 Northern Michigan Covaties 
INCLUDING a big chunk of the U. P. 
end parts of Canada 


Offering the Only Principal 
City Grade and Grade A 
coverage to Traverse City, 
Cheboygan, and much of Resort-Rich 
Northern Michigan 


Reech the MOST homes with P B N * 
7000 MORE Homes Reached Than Sta. 8. 
(M-F, Noon-6 PM) 


1900 MORE Hemes Reached Than Sta. 8. 
(M-F, & PM-Mid.) 

2800 MORE Homes aes Than Sta. 8. 
(Sat. & PM-Mid.) 

1908 MORE Homes Reached Than Sa. 8 
(Sun. 6 PM-Mid.) 


*ARB (March, 1960) 









Paul Bunyan banat 
ae Les Biedermo" a 


General Monoger 
1 Venard, “s witol & weConnell 











Network Representative Elisabeth Beckjorden | 
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A paperback book that provides 
capsule commentary on thousands of 
motion pictures for fans of the late- 
late-late shows had the following to 
say about A Date With Judy, a 1947 
MGM epic: “. . . outside of some good 
musical numbers and the sight of 
Elizabeth Taylor as she reached phys- 
ical maturity, it’s not much of a film.” 

At just that moment, it must have 
been quite a film. 


wt a os 


Remember how Li'l Abner, after a 


particularly tough day of being 
hoomin, would lament, “O, unhappy 


me! ...” A similar cry of hoomin 
anquish is now being raised by some 
tv critics. It goes like this: “O, un- 
happy medium!” 

The unhappy phrase first came to 
our attention in a letter to TELEVISION 
AGE from a Playboy editor. Com- 
menting on our recent series on tv's 
effect on magazines, he wrote that it 
seemed “a wee bit slanted in favor 
of your unhappy medium.” 

The unhappy epithet next started 
appearing in house ads for Show 
Business Illustrated. One called atten- 
tion to a symposium to be held in this 
month’s Playboy, said symposium to 
be on the subject of television “by 
eight of the unhappy medium’s most 
articulate figures.” 

Unhappy us. The first of the un- 
happy panelists turned out to be un- 
happy John Crosby, who was happily 
introduced by a panelist identified 


only as “Playboy.” Mr. Playboy 
hailed Mr. Critic as one who, “though 


he now levels his sardonic gaze on 
the world at large, still maintains an 
incisive interest in the unhappy 
medium.” 

Most recently “the unhappy medi- 
um” caught up with us in a by-lined 
article called “Madison Avenue Keep- 
Away” published in the Oct. 31 Show 
Business Illustrated. On page 53: 
“The unhappy medium of tv demon- 
strates the ultimate in keep-away ad- 
vertising. Tv is one colossal keep- 
away. Programs are designed to be 
rejected. The viewer switches desper- 
ately from one channel to another in 


the hope of finding better fare, but all 
he gets is more commercials—which 
is what the establishment had in mind 
in the first place.” 

Why all this concern with the un- 
happy medium at the Sign of the 
White Rabbit Does it 
merely mirror the spirits of some of 
the editors who left Tv Guide to work 
for SBI? Or does the title “Madison 
Avenue Keep-Away” 


in Chicago? 


somehow derive 
from the publisher’s anxieties about 
the new magazine. It’s hoominly pos- 
sible that the unhappy medium might 
be keeping someone (advertisers, per- 
haps?) away from its pages. 


* ca * 


Gag line for one of those daytime 
serials—two women discussing an im- 
pending marital breakup: 

“Why doesn’t she sue him for in- 
compatibility?” 

“Well, she would . . 


catch him at it.” 


. if she could 


* * * 


Congratulations seem to be in order 
for WDAU-TV Scranton, which ran a 
spot campaign for a used car, and 
sold it—for a whopping $6,000. The 


car, once owned by a railroad, was 
a former VIP special Pullman. 


ve a * 


Joe Baisch of wrex-tv Rockford, 
Ill., may be the only station man in 
the country who would deliberately 
bring competition into his market. 
But he’s doing just that, and through 
on-the-air_ promotional material is 
urging his viewers to watch the com- 
On the nights that it is 
watched, WREX-TV stands to lose about 


petition. 


3,000 potential viewers, or just about 
a full rating point. 

three theatrical 
productions that have been under- 


The competition: 


written by the station and which will 
be presented in a local theatre this 
fall and winter. The first one, to be 
presented this week, is Meredith Will- 
son’s musical, The Music Man. Charles 
Laughton will wind up the season 
with his one-man show of theatrical 
dramatic readings. 
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KSTP FEATURE i 


A NEW SERVICE © 
FROM KSTP 
FEATURE FOODS \ 


End-of-aisle store meee 


* 


displays for RSTPE eo: ’ 
Radio-TV advertisers sae 


Now available to food-store-product advertisers who qualify for KSTP Radio and Television 
FEATURE FOODS MERCHANDISING Service, are these end-of-aisle displays in top-volume 
supermarkets in the Twin City area. 

Gondolas — such as the one illustrated here — dump bins or carts, each topped by an eye-catching, 
red banner reading “KSTP FEATURE OF THE WEEK” are all available, depending on which 
is most suitable for display of your product. 

During each 13-week cycle of participation in KSTP FEATURE FOODS MERCHANDISING, 
the advertiser will receive a guaranteed six weeks (36 days) of end-of-aisle displays in Twin City 
area supermarkets. 











KSTP personnel will place the displays and remove them, 
thereby guaranteeing advertisers that their displays are 
actually on the floor for the specified time. Advertisers 
will be notified in advance of the location of each display. 
These end-of-aisle displays are very desirable and their 
availability disappears fast. Plan now to take advantage 
of this new KSTP plan in conjunction with the highly- 
successful FEATURE FOODS MERCHANDISING 
Service to give sales-building end-of-aisle display space 
to your product. 

Petry offices and KSTP Radio and TV representatives 


have the details. The familiar KSTP BARGAIN BAR combines with 
FEATURE OF THE WEEK display to command 
key traffic area in Minneapolis supermarkets, 
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PERSPECTIVE 


Possibly. Advertising men, networks, sta- 
tions, and — most significant — important advertisers 
have been quick to recognize ‘‘The Man From Oliver 
Street,’’ first show in the series, as an important new 
approach to documentaries. ‘...excellent...”; 
“...superb...”; “...outstanding production...”; 
“*... high caliber television ...’’; ‘*...consider it a coup 
d’etat to have exclusive...’’; ‘‘... outstanding work...”’; 
**... proud to show them in prime time...’’. 


“PERSPECTIVE ON GREATNESS” is indeed an unique 
series. Each of the 26 hour-long specials features a 
great name of our time. Al Smith, Lindbergh, MacArthur, 
the Windsors, and so on. Here is unrehearsed drama of 
real life....actual on-the-scene exclusive footage from 
the incomparable Hearst Metrotone film libraries, bril- 
liantly edited and augmented. 


FILMS INC. * SUITE 3200 
THE CHRYSLER BUILDING 


NEW YORK 17, N.Y. 


A HEARST METROTONE PRODUCTION 


MU 7-0870 


26GREAT NEW HOUR-LONG DOCUMENTARIES 











